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U.S. Mining Is 
NATION WIDE NOT REGIONAL 


31 of the 48 States Have Important Production 
of Metals and Non-Metallies 


Ore Tonnage 75% Ore Tonnage 25% 
3303 Mines 1124 Mines 
66 Smelters and Refineries 62 Smelters and Refineries 


E&MJ Domestic Circulation 69.1% E&MJ Domestic Circulation 30.9% 


High demands and high metal prices have brought about expanded 
production stimulated by a better prospect of profits. 

Larger mines are planning to mine low-grade ores. 

Small mines are reopening. 

Many producers of marginal ores are back in production. 

For manufacturers this means—now—an increased market for 
new equipment, replacement parts and supplies — to dig, crush, 
grind, transport, concentrate, sinter, smelt and refine the greater 
quantities of abrasive ore required to meet the demands for metals. 
To help get your share of this expanding market, advertise in 
ENGINEERING AND MINING JOURNAL. It reaches 16,329 
(ABC June 30, 1951) subscribers who represent the buying 
influences at every worth-while mining property. These men 

are the pay-off audience for your products. 


PATH OAL AND Audit Bureau of Circulations 
] if ] ] ssociated Business Publications 
a uii2ws 


A McGRAW-HILL PUBLICATION © 330 WEST 42nd STREET © NEW YORK, 18, N.Y 





ATTENTION! ADVERTISING MANAGERS AND AGENCY 
EXECUTIVES HANDLING MACHINE TOOL ACCOUNTS 





ACTIVE BUYING INQUIRIES 
— REAL SALES LEADS — 
AT COST OF $2.67 EACH 


..- WHICH IS WHY 


IRA OGILVIE, Advertising Manager 
GEORGE GORTON MACHINE CO. 


SAYS .. 


“THOMAS” REGISTER is the last book 


we'd take off our schedule!” 


The George Gorton Machine Company of Racine, Wis., are 
builders of precision machine tools. In addition to milling 
machines, pantograph and duplicating machines and screw 
machines, they manufacture a line of accessories widely used 
in the metal working market. 


They have used THOMAS’ REGISTER for the past 22 years 
to advertise these products. 


Inquiries from all advertising are carefully analyzed, and they 
have found inquiries from THOMAS’ REGISTER to be more 
than notes from curious non-buyers of machinery and equip- 
ment. They're sales leads! They're sales leads because most 
men consult T. R. knowing beforehand what they want — 
specifically. Consequently, when buyers consult the Register 
they are primarily interested in a source-of-supply. 


That's why the George Gorton Machine Company uses in- 
formative advertising in THOMAS’ REGISTER. During the 
last ten years they have averaged 348 sales leads per year from 
T.R. on equipment selling up to $14,000 per unit, and there 
has been a steady increase in these leads every year. They 
carry 13 different product advertisements in T.R. costing $960 


per year. 


Real buying inquiries — sales leads — at a cost of $2.67 each 
in this product field is an amazing record. That’s why Ira 
Ogilvie, Advertising Manager of this Company, says — 
“THOMAS’ REGISTER is the last book we'd take off our 


schedule.” 





WHY THE TR FORMULA 
PRODUCES OUTSTANDING RESULTS 


Every advertisement is positioned adjacent to its related product 
classification in T.R. which makes certain that buyers will see 
each advertisement when investigating any given product field 


These low cost, simple, informative “catalog style” advertise- 
ments providing buyers with essential illustrations and pertinent 
descriptive matter are most effective 


Because T.R. lists Registered product information from over 
90,000 U. S. manufacturers and contains the most complete in- 
dustrial CATALOG published through the inclusion of more 
than 36,000 product advertisements describing most of the 
recognized makes of industrial products 


MOST INDUSTRIAL BUYERS—AND GOVERNMENT 
PROCUREMENT OFFICERS—USE THOMAS REGISTER 
IN SELECTING SOURCES OF SUPPLY. 


No other comparable publishing service approaches the wide- 
spread use given THOMAS’ REGISTER by America’s leading 
industries. Industry pays more in subscription money to receive 
THOMAS’ REGISTER than they pay for any other industrial 
publishing service 








ASC -— The Only Pald Circulation In its Field. 


THOMAS REGISTER 


461 Eighth Avenue, New York 1, N. Y. 


Representatives In All Principal Cities. 
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Annually, 1946-1950 


699,058 


844,476 
776,906 


GRAVITY 


Number 
455,857 
386,714 
375,583 


%o 
65 
46 
48 


Shipments of Warm Air Furnaces by Type of Furnace 


WINTER AIR 


Number 
243,201 
457,762 
401,323 


CONDITIONING 


%o 
35 
54 
52 


270,986 38 446,799 62 
261,427 24 831,762 76 


717,785 
1,093,189 


S51 inl GGG 
16% ul G5O...mMORE PRODUCTS 


NEEDED ON MORE INSTALLATIONS 


uir heating held during the last hve 


GREAT EXPANSION has taker pla n the warn 
ndicated by the statistics above: an increase of 57% in total sales— 1946 com- 


ycar is 


pared to 1950. But eq ally this marketing picture 


my portant 1s another upward surge 


1 shipped were for the purpose of 


of all furnaces sold an 


While in 1950, 76% of the total - 


1946 only 


nditioning installations an increase 


were these much more 
tions system includes substantially more equipment than a gravity fur 


stallation blowers, bearings, motors, controls, humidifiers. filters drives. etc. In fact 


76° of the industry output for winter air conditioning sales of warm 
| 


air furnaces reached a gross f.o.b. factory volume of over 204-million dollars. 


Whether it's a defense economy or normal times 
the field of AMERICAN ARTISAN IS ESSEN- 
TIAL " 


now in it 


held to Itivate intensively if you're 


a field to investigate if you're not! 


For a complete market picture AS OF NOW, we 
suggest that you contact us in Chicago, New York 


Cleveland or Los Angeles 


MICHIGAN, CHICAGO 


KEENEY PUBLISHING,...+ x 


AIR CONDITIONING HEADQUARTERS 
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HERE’S PART OF America’s 





in Action: 


American Industry's “inter-Com System” 


is the business press — 

telling men on the job how to 
manage better, design better, 
produce better, research better, 


sell better. 








RICHFIELD, UTAH 


JULY 18, 


| TELLURIDE POWER COMPANY 
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FRESNO, CALIFORNIA 


JULY 26, 


PACIFIC GAS & ELECTRIC CO. 
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Here is one of its greatest members 
in action —the “inter-com system” 


for the electric power industry: 


rr 


In just 12 days F. W. Chapman, Superintendent of 
the Commission of Public Works in Greenwood, 
South Carolina, got nine letters from eight states and 
Canada, containing 21 pages of text and four blue- 
princs — all of it expert technical opinion on the cause 
and solution of an engineering problem. 

Mr. Chapman wrote his problem (concerning the 
grounding of a neutral in a delta-star bank of trans- 
formers) co Electrical World, where it appeared on 
July 17, im “Letters to the Editor.” Readers* re- 
sponded, from coast to coast, as. the map shows. 

Highest industry authorities gave their opinions — 
a general manager, a research director, a system super- 
intendent, etc. In what other way could you organize 


top thinking throughout the country — so fast? 

That's the inter-com system at work, swift and 
effective, concentrating the industry's vast reservoir of 
knowledge and focusing it upon one man’s problem. 

Multiply that by thousands and you see Electrical 
World in action every week, guiding, correcting, re- 
porting, criticizing and acclaiming — not half so much 
because we are wise teachers, as because we are the 
information clearing house — the central switchboard 
of this particular industry. 

This active, participating interest applies itself to 
your advertising when you make your story useful to 
the man on the job. For action in the Great-Growtl? 
Industry, throughout America, 











| “INTER-COM SYSTEM” 














TORONTO, CANADA if ONEIDA, NEW YORK 


JULY 20, JULY 27, 


HYDRO-ELECTRIC POWER 
commession OF currane NIAGARA MOHAWK POWER CORP. 
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LINCOLN, NEB. 


JULY 21, 


CONSUMER'S PUBLIC POWER DIST. 


























A A NEW LONDON, CONNECTICUT 
|| errtssurcH, PENNSYLVANIA CONNECTICUT POWER CO. 


JULY 29, a 


ALLIS-CHALMERS 









































a ol CHARLOTTE, N.C. 


JULY 19, 


DUKE POWER CO. 
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World article received letters from 

utilities and manufacturers in 18 eps weg gga JULY 17 
states, besides numerous phone calls JULY 29, i| COMMISSION OF punt weexs 
and personal interviews. Publishing ALABAMA POWER CO. L* 

a recent committee report brought 26 | 
letters, long-distance calls and per- 
sonal visits to the chairman. This 
“Inter-Com System" is on the job 
every day, throughout America. 
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A McGRAW-HILL MAGAZINE 
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ABC + ABP 


September ios / 8 


The author of another Electrical | GREENWOOD, S.C. 






































NEW BOOK PRESENTS 


SALES IDEAS; SHOWS urns SIC NPOSTS 
GUIDE — 


MERCHANDISING TRENDS 


lhe new book 2? 000 and 
Winning Ideas,” pictures 
cribes 44 different methods 
merchandising 18 types of mechanical 
equipment tor residential, commercial 
ndustrial and institutional structures 
The merchandising methods range 
from institutional advertising to cook 
ing schools. The product lines include 


Here are the signposts to sales in the 

field of plumbing, heating, air conditioning 

and major appliances. They point to contractor-dealers whose broad 

a aa ay ee lines supplement one another and are mutually supporting; who get 

ecteetnn Gusta, trom the enpeel business in the most active markets; who relieve the manufacturer 
of worry on installation, service, guarantee. 


clothes washers air conditioning 
heating, kitchens, all major apphances 


ind specialties 


ence of Domestic Engineering dealers 
: ww thay ag we vareanglites Bo = By function and loyalty of readership, they are Domestic Engineer- 
eco vada or eter Cateye esr: ing dealers . . . . superbly equipped, sales-minded, financially stable. 
Because they are the super-outlets of the mechanical equipment field, 
Row to every manufacturer serving they command an overwhelming percentage of the total market — and 
this broad field they are increasing their share year-by-year. You can learn to know 
them intimately from the new 200-page book, “2,000 and 1 Prize-Win- 
ning Ideas.” 


trends in merchandising trends 
which are of greatest importance right 


You will want a copy of the “2,000 
and 1” book for the forward-looking 
_ joer ye es ¢ podtio one ll — (Drawn from the actual experience of 3,989 business years, this book 
noe ts ‘tae Sie wan at ales ae is an encyclopedia of the merchandising, marketing, management and 

service ideas of 181 dealers who were prize-winners in a national con- 
test conducted by DOMESTIC ENGINEERING. Your sales and dealer 
organizations will benefit from this book. Your request will bring a 
copy for examination.) 


merchandising ideas it will give then 
Order an “on approval” py today 


Please use the coupor 


The signposts to sales lead to the thousands of Domestic Engineer- 
ing dealers who are available to supplement or replace your present 
outlets. To get them, let these signposts guide your advertising to 
DOMESTIC ENGINEERING. 


CONSULT YOUR ADVERTISING AGENCY! 


DOMESTIC ENGINEERING 
180) Prairie Avenue, Chicago 16, Il 


1. Send me, for free examination, o 
copy of your new book, 2,000 and | Prize 
Winning ideas lt is understood that | 
may return the book, without obligation 
within ten doys. After that you moy in 
voice me for $5.00 the purchase price of 
the book 


2. | moy wish to distribute copies to 
my wholesolers ond declers Please send 
me quantity prices 


NAME 
TITLE 
COMPANY 
ADDRESS 


city ZONE STATE 


| leet | 
Lite eee ee ee eet tt tt 
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TO SALES 
| YOUR ADVERTISING 


A BROAD VARIETY OF PRODUCTS ..... 


TO A BROAD VARIETY OF MARKETS ..... 


Whatever your marketing, merchandising or distribution prob- are available. These services include Marketing and Research as- 
lems may be the DOMESTIC ENGINEERING organization is sistance, Manufacturers’ Representative Service, Catalog Prepara- 
prepared to assist you in many ways. To manufacturers who use tion and Reprinting, Complete List Rental and Mailing Services 
advertising space in DOMESTIC ENGINEERING Magazine or and numerous other similar functions that are design to assist 
DOMFSTIC ENGINEERING Catalog Directory. all our facilities manufacturers in this industry 
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FROM 
THE 
GROUND 
UP... 


AVIATION AGE reaches 
all important parts of 
the aviation field 


Circulation coverage of the industry 
manufac 


aircraft 


is built and maintained by the 
turers, military services, airlines, 


; ; 
he maetres 


service firms 


This 


industry 


airports, et« 


the 


ires 


kind of circulation— built by 


and not the publisher — asst 
coverage of key 


constant buyers in all 


fields of the fast-moving, rapidly-expand 


ing aviation industry 


Precision-built and waste-free market 


coverage is one reason why AvAge carries 


more advertising in each issue than an 


Other aviation publication 


Age 





iation 


a €onoves e¥ 





Among aviation publications: 
ONLY AvAge ove: 0 < i 


the 
culation method that gives 
viatr 

industry: wide verage 


ONLY AvAge renors 


technical development’ 


ONLY AvAge ~~: so 


naquine 


trolled ¢ 


rough 


dustry wide 





many soles 


prodvcnd 
he king-size for 
ONLY AvAge uses rhe kino sine "et 


mat that gives every 











positior 


ONLY AvAge vives vo 


a dollar 
our advertising 


the bes! 


round buy for ¥« 





205 Eost 42nd Street, N. Y.17, N. ¥. C2 GER} 


AVIATION’S TECHNICAL MAGATINE 


letters 


to the | Editor 


\ 


\ 





®@ Address letters to: Industrial Marketing. 200 E. Illinois, Chicago 11. 


Big Ben, Thames taken in 
as "NIAA‘ goes to a conference 


The flavor of Lon- 
don was caught nicely in this snap 
shot of Richard W. Darrow, director 
of public relations, Glenn L. Martin 
Co., Baltimore 
at the Thames with Big Ben and the 
the back- 


8 TO THE EDITOR 


and his wife looking 
Houses of Parliament in 
ground 

Mr. and Mrs 


for two purposes. M1 


Darrow visited here 


Darrow rep- 
resented the National Industrial Ad- 
vertisers Association, of which he is 
a director, at the International Ad- 
vertising Conference in London 
And he participated in advertising 
and publicity discussions at English 


Electric Co., 


er, the Canberra, is 


whose twin-jet bomb- 
being built in 
sizable quantity by Glenn L. Mar- 
tin Co. for the U. S. Ai 
MALCOLM LOGAN, press relations of- 


English Electric Co 


= 
fr orce 
London 


ficer 


Marketing needs show data 


Congratulations on 


about 


@ TO THE EDITOR 


your editorial trade show 


audits, (IM, Aug.). We need statisti- 
us both the 
number and characteristics that each 
If I can be 
of any help in furthering this along, 


cal information to show 
trade show has to offer 


count me in. We certainly enjoy your 
this IRA G. 
CORN, JR. director of marketing, Dear- 
born Stove Co., Dallas 


magazine down way 


Give your product a chance 
to sell itself 


@ TO THE EDITOR I bought a new 
Reo in 1915. It was a beautiful job 
My 


admired its graceful lines and thrill- 


eyes must have glistened as I 


ed over its modern features. It even 
had a bumper on the front and di- 
vided front seats with the gas tank 
neatly concealed beneath them and 
readily accessible through lifting 
only one cushion 

The 
dozen 
if he have 
talked himself out of that sale if he'd 


tried 


I bought eagerly salesman 


didn’t speak a words. I've 


often wondered could 


When I gave him my check I re- 
marked that he didn't 
ntir jon page 14 


deserve his 





A magazine, to be alive, should be a 

rubber band...not a rubber stamp. It should 
expand or contract, as occasion demands. 

It should be fresh and flexible. It should 

not say, ‘‘Me, too!” and parrot the opinions and 


ideas of others. From the day of its birth 


practical | builder has kept alive and alert 


to the changing pattern of the light 

construction jindustry...has kept its pages 

virile and volatile... has guarded constantly 
against hardening of the editorial arteries. Result? 
Every issue of Practical Builder 


is new-as-dew yet sound and seasoned. 


Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications 
in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 


Clay Record, Modern Brick Builder 


Send for our 64-page book... THERE'S MONEY 
IN REMODELING. ...free to any manufacturer 
who asks for it on his letterhead. 


© imoustear PuBLicaTIONs, IN 


construction 
industry 





PUT YOUR CATALOG = 


HERE - Where it Can Do - | 
a Basic Sales Job Through 1952 {isa 


) 
sdel 


PUBLISHED 
ANNUALLY 
SINCE 1935 


Se 
CLARAGE raw COMPANY 











* The Accepted Buying Guide 
fO HEATING, PIPING AND AIR 
CONDITIONING’S GREAT MARKET 


Cataloging your products in this 1952 Directory is the 
MOST IMPORTANT sales promotion job you can do — to 
stimulate business next year from the heating, piping and PR 0 D U C T S : 


air conditioning field. 
17¢h CLASSIFIED 


Through the Medium of HP&AC for January 


Annual Directory Number your product data is con- 
tinuously available to those engineers and contractors who specify, 
~ conamenin® 
nection. OS mugen Sx? 
our 


purchase and install required equipment for practically all indus- 
._-— 


trial and large building projects 


STANDARD REFERENCE BOOK 


With these KEY engineers and KEY contractors the HP&AC 
Directory rates first. It is the only place — between tw@ covers 

where they can quickly find authoritative, up-to-date source 
information on ALL products applicable to their work. 


Every product is listed alphabetically; who makes these 
products, the trade names. Advertisers are prominently identified 

references made that more complete data can be found in the 
manufacturers own promotional material. 





The Directory, of course, goes to the entire subscription 
list of HP&AC — consulting engineers, government engineers, 
plant engineers, and the contractors who handle heating, piping 
and air conditioning. Whether next year is a defense economy or 
normal times, HP&AC provides the coverage necessary to foster 
volume business in this HIGHLY ESSENTIAL market. 





{ CIRCULATION — Where it Counts Most! | 


i my 6% (4 
NT x) a WV 


GOVERNMENT PLANT 
ENGINEERS ENGINEERS COMRACIORS J 














The Directory is a part of the regular January issue which will 
carry, aside from source information, our standard editorial con- 
tent — articles such as have made HP&AC for over 20 years 
the field-leading publication. 


The program is flexible. You can insert your complete cata- 
log; use a spread; specify any colors desired. But for choicest 
position, NOW is not too early to make your space reservation 


KEENEY PUBLISHING--+ 6. micHiGaNn, CHICAGO 2 


Air Conditioning Headquarters 


AtSO PUBLISHERS OF AMERICAN ARTISAN SERVING RESIDENTIAL FIELD 


September 1951 / 11 

















you can sell to other markets... 
other metalworking magazines. 
nowhere else can you ~— for 
with so much *.e0 


metalworking in the pages of .. 


* Ask your American Machinist representative to give you evidence 
of the IMPACT which spurs 600 odvertisers 
to invest more advertising dollars 
in American Machinist 
... than are invested in any other magazine 


edited for this biggest of all industries. 


THIS 1S A GOOD PLACE TO DO BUSINESS WITH AM:RICA’S 





















































ee 
ef ene 


...as when you advertise to 


















ole 


ond Audit Burees of Circuletions 
McGraw-Hill Buliding, New York 18, N.Y. 


Letters to the editor 


page 6 





commission because he hadn't done 
any selling. How wrong I was! 
He merely grinned. “You were 


. 
WEW SALES POTENTIALS! | ory yey aaa 


What he really meant was that he 


had given his roduct the best 
. .. it’s the nation’s FASTEST GROWING ee 
chance to sell itself 


The first thing in selling is the 
HOSPITAL MARKET thing you've got to sell. If your prod- 
uct isn’t right, nothing else in you 
Just think of the new sales opportunities whole scheme of selling can be 
FOR SUPPLIES for you in the $250 Million’ Southern right 
Southern hospitals spend hospitals are now spending annually for The first principle in selling is to 
more than $250 MILLION 
pero give the product the best possible 
chance to sell itself. The product 
that can’t sell itself when given the 
chance is doomed to eventual fail- 
ure, even though you back it up with 
STILL NEEDED PLUS the new sales the South will con- an army of glib-tongued salesmen 
more than $1 BILLION in tinue to offer for a long time to come as and an avalanche of advertising. 
mew hospitals and facilities it builds to catch up with fast-growing Your successful salesman is the 
needs. one who sets the stage and then 
merely lends his tongue to his prod- 


FOR 100% COVERAGE uct to extol its own virtues 


* “ Salesmen instinctively know these 
of this vast, growing, 14-state market . . . things. They worry little about com- 


400K T0 petitive salesmen, but a lot about 


competitive products. Given confi- 
dence that their own product is su- 
o- perior, they can sell their heads off, 
eg with or without paraphernalia or 
_ , . . ~ 

the ONLY exclusively Southern journal UTHER eee impedimenta. They want unbound- 

v £ be | 
UDP) | ed conviction. They want the kind 

.) 

bpm wey hy  - Fe ae of product that sells itself when 
and the people «he run them. Edited and pub- = : : they give it the best chance they 


lished by Southerners for Southerners, readership ~ < 
comes naturally ! - =~ can to do its stuff R. O. EASTMAN, 


CLARK-SMITH PUBLISHING co. Z 2} wa Eastman Research Organization, 
218 W. Morehead St., Charlotte 2, N. C. New York 





supplies. 
NEW CONSTRUCTION PLUS the new sales potentials offered by 
more than $250 MILLION $250 Million in new hospitals now under 


in new facilitios building all . a 
or planned construction or in the blue print stage. 





As the official publication of the Southern state 
associations and of beth the Southeastern and 


the South deserves EXTRA Sales Effort . . a NIAA should not have double 
SOUTHERN HOSPITALS provides it! = set of candidates: Marsteller 


® TO THE EpITOR . . At the risk of be- 
ing called a reactionary, I will take 
issue with your editorial recom- 
mending a double slate of officers for 
the National Industrial Advertisers 


As tion. I think this id h 
85 INDUSTRIAL AND BUSINESS MARKETS ee ee ee 


and detailed media presentations of with the best intentions in the world, 
but it is an idea which looks better 


200 PUBLICATIONS on the surface than it does when you 


of the new 1952 edition, probe it a bit. 
pap rie ot: zs Officerships in NIAA are time- 


MARKET DATA & DIRECTORY NUMBER consuming and expensive to accept 
expensive to the individual and to 


INDUSTRIAL MARKETING his company. Good, well-qualified 


ntinued on page 145 
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q Not all holes drilled into the earth produce oil. If they did, every- 
j one would be drilling. The drilling industry drills holes into the earth 

searching for oil. Defense requirements demand new fields, and 20% 
of steel to the drilling industry will be for wildcat explorations. Of 287 
wildcats drilled below 12,000 feet only 22 of them found new fields 
and actually produced oil! 






















































Those dry holes, 265 of them, at that great depth—some up.to 

20,500 feet—used millions of dollars worth of V-belts, chain, wire 

rope, rotary hose, valves, couplings, pump liners, bearings, sheaves— 
hundreds of items like centrifugal pumps, chemicals, auxiliary engines, 

| fuel, filters, manila rope, gauges, bits, packings——to say nothing of 
capital equipment like rigs, trucks, engines, drawworks, slush. pumps! 











Yet these were drilling jobs exclusively—not.oil wells! It is the 
footage drilled, not the number of oil and gas wells, that makes the 
drilling industry BIG. It is footage, even in big dry holes (about 7-1 
in wildcats; 3-1 in all drilling) that makes drilling an industry in itself. 


Today 2,680 rotary rigs are running 24 hours daily .. . and about 
2,000 cable tool rigs. They've got to! These big rotaries have enough 





horsepower to light a small city. They're BIG. They use high priority, 

i, hard, tough tools ...and use them hard ...so that the companion 
oil industry can produce enough fuel and lubricants to insure the 
defense of this nation and still maintain the high civilian standard 
of living which they helped build. 











2115 NORTH ST. PAUL 
DALLAS 1, TEXAS 





The Only Magazine Published Exclusively 
for the Entire World-Wide Oil Well 


Drilling Industry 
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HE DESIGNS & 


E READS} 


“The design of the best and most efficient air- 
planes is a challenge the American aviation 
industry willingly accepts. Here at Northrop we 
find PRODUCT ENGINEERING an outstanding 
source of information in helping us to design 
better airplanes for our Armed Services.” 


W. F. Knieriem, Chief Engineer 
Northrop Aircraft, Inc 
Hawthorne, California 


THE MEN WHO DESIGN 





NEW AIR POWER FOR AMERICA... 


~ PRODUCT ENGINEERING 


In the fast-growing Aircraft Industry, PRODUCT ENGINEERING 


gives you the same fop coverage 


of product-design engineers it provides in every division 
of the giant ORIGINAL EQUIPMENT MARKET* 


ICK your markets .. . pick any Design-Engineer- 

ing Headquarters where parts, materials, com- 
ponents and finishes are specified for the $100 billion 
of machinery, equipment, and appliances Metal- 
working will produce this year. Then single out the 
engineering executives in these Design-Engineering 
Headquarters with real buying authority. Do these 
two things . .. and you will have a clear picture of the 
places and men to which Propuct ENGINEERING 
can take your advertising with powerful, saleswise 
im pat f. 


How important ts this fact to you? The answer ts 


PRODUC 


compelling and simple: the more than 18,000 paid 
subscribers to PRoDUCT ENGINEERING are making 
the basic decisions about the $26 billion worth of 
original equipment Metalworking is buying this year. 

Study the sales power Propuct ENGINEERING 
puts behind the advertising of 600 successful com- 
panies. Look at the editorial pages of this only design 
magazine your best customers and prospects pay to 
read. Then you'll know why... for top sales in your 
biggest market for parts, materials, components, or 
finishes .. . PRopUCT ENGINEERING is the place to 


concentrate your advertising. 


A McGraw-Hill Publication 


i> @ McGraw-Hill Building, New York 18 
ENGINEERING a ee a a ena 


New York 18 * Philadelphia 3 * Pittsburgh 22 * Son Francisco 4 





PRODUCT ENGINEERING CARRIES MORE ORIGINAL EQUIPMENT* 
ADVERTISING THAN ANY OTHER MAGAZINE IN THE WORLD! 


*When your parts, materials, components 
or finishes are selected by product-design 
engineers for incorporation in new ma- 
chinery, equipment or appliances . . . they 
are specified as Original Equipment. The 
Original Equipment Market is the big- 
volume, repeat-order market which offers 
any supplier of parts, materials, com- 
ponents or finishes industry's biggest 





sales opportunity. And advertisers place 
more advertising pages, and invest more 
advertising dollars, in PRODUCT ENGI- 
NEERING than in any other design mag- 
azine in the world because they know 
PRODUCT ENGINEERING gives them top 
coverage of the Original Equipment 
Market's basic buyers at lowest cost. 





AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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PROBLEM: How to 


sell textile mills 
in Brazil 


(Brazil: population 48,750,000; has 1418 
textile mills, 3.200.000 active cotton spin- 
dies; currency. cruziero; official rate 18.75 
to $US1.00. controlled. with high priorities 
for textile machinery purch : languag 
Portuguese. closer than a first cousin to 
Spanish.) 





Above, lorge rayon plent supplies 
yorn for many modern tentile mills 
like thet below. Both are in the Sco 


‘avlo area 
+ » 7 
oe 
m 


> 


609 Brazilian mills (43%) pay to 
read the Spanish-language textile jour 
nal, TEXTILE PANAMERICANOS, 
which brings them the technical infor 
mation they want in a language al 
most their own and very easy to read 
In fact, it is the most widely read 
textile magazine in Brazil. Travellers 
will tell you they find it in practically 
all the leading mills and find it used 
there 

While a good local representative is 
necessary for good Brazilian sales, 
his work must be backed up with ad 
Vertising ir a business magazine which 
Brazilian mill men pay to read. The 
pro rata cost of a monthly page is 
Only 35.97 and it can put your story 
over quickly in this richest of Latin 
American markets. But that is not all. 
For the whole story of sales to Brazil 
and the other Latin-American markets 
whose textile mills spend more than 
$60,000,000.00 in the States every 
vear, phone or drop a line to 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenue, New York 18, N. Y. 


sstrial Marketing 





\Y 


How to time 3rd 


® THIS SITUATION represents a diffi- 
cult problem which probably can- 
not be solved easily. Experience 
has shown that there does not seem 
to be very much rhyme or reason to 
the amount of time required for de- 
livery of third letters, 
booklets, or catalogs 

We recommend that you play safe 
least 


class mail, 


by mailing your catalog at 
two to three days after your letter 
so that it will not arrive before your 
introductory letter. It also may pay 
you to add a P. S. to your letter in- 
dicating the date the catalog is being 
mailed and saying that if it doesn't 
come in during the next week or 


ten days, be sure to write for a copy 


What extra services 
can advertising render? 


he wa 


® YOU APPARENTLY discussed most of 
the types of service practical for the 
I have heard of 


a company here and there that has 


average company 


‘ 


problems . 


in Industrial Marketing 


assigned the full time of one per- 
son to various public service pro- 
grams. 

For instance, one company has re- 
leased a top executive to work (re- 
gardless of politics) to improve the 
basic statesmanship of our country 
beginning with the smallest 
public jobs. If a great many compa- 
nies followed suit, we might have 
quite a large group of men who 
would be tremendously effective in 
their communities in bringing back 
honesty, integrity and ability in lo- 
cal and national government 


very 


Does advertising need 
a case history library? 


isked 
these 
t that 


® IN AN ARTICLE in Advertising Age, 
July 9, 1951, Mr. James D. Woolf 
asked “Is it possible for agencies to 
have a continuing corporate experl- 
ence?” In this, Mr. Woolf clearly in- 
dicated the need for case studies and 
the great importance for each ad- 
vertising agency to at least build up 
and make available in orderly form 
its own experience through the years 
successes, failures, reasons why, 
etc 
We commented on his article, and 
passed along a copy to the American 
Association of Advertising Agencies 
We received the following from K.en- 
neth Godfrey of the 4A’s, which we 


n page 4 
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.-. for the oil 
refining market 


more oil refining men pay to read Petroleum 


Refiner than any other oil paper 














.-- for the oil 
producing market 


more oil producing men pay to read World 


Oil than any other oil paper 











More job-interest heip 
fo meet the nation’s need 
for more oil 


With civilian-industrial demand at an all-time 
high and the present “war emergency™ sky 
rocketing military requirements, the readers 
of WORLD OIL and PETROLEUM RE 
FINER are being asked to produce the great 
est volume of crude oil and refined products 
in U. S. history—nearly 15% greater so far 
this year than 1950 


Governmental and military agencies have 
emphatically expressed themselves on the im 
portance of larger oil producing and refining 
capacity and have given assurance of all pos 
sible help to the industry on needed materials 
Oil men have pledged themselves to get the 
needed oil or “bust a pipe line trying”—and 
are backing their pledge with 2Y billion 
dollars of additional capital investment in the 
next twelve months 


In accomplishing this gigantic task under 
the labor and material shortages, priority en 
tanglements and the many other handicaps 
imposed by the rigid controls of a defense 
economy, oil producing and oil refining men 
will be turning more and more to their job 
interest publications for help in solving oper 
ating and management problems 


If you would like to have 


pe 
Y 


They will want — and demand — oil publica 
tions which disseminate up-to-date technical 
information relating to new methods, ma- 
terials, techniques . . . publications which keep 
the industry informed of new developments 
that contribute to improved efficiency, lower 
operating costs and increased production. 


In short, they will want publications which } 
function as a working tool for management 
and operations men. WORLD OIL for the 
oil producing market and PETROLEUM | 
REFINER for the oil refining market are 
just such specialized oil publications. Each 
magazine regularly carries more pages of 
engineering and operating editorial material 
for its field than any other oil paper 


In considering your schedule of advertise 
ments to either or both of these two big-buying 
divisions of the oil industry, remember it is 
the dominance of custom-edited, truly helpful 
operations and management editorial that oil 
men want. Consider, too, the active reader § 
interest editorial of this nature creates. Beam 
your oil producing equipment advertising at 
buyers in WORLD OIL—your refining 
equipment advertising at buyers in PETRO- 
LEUM REFINER 


“The World Oil Market — 
How Much—Where —How to Sell it.” 


more information about these 


two expanding divisions of the i 
" ad 


petroleum industry write for: 





“The Petroleum Refiner Market — 
How Much—Where—How to Sell it.” 


Specialized Oil Publications 


THE GULF PUBLISHING COMPANY 


3301 Buffalo Drive 


Houston 6, Texas 








y we ” 
“e q| The “Requested 
Magazine 

--oin these Industries 


eoeby these Readers 


—M-W covers plants producing all types 
of metal products, tools and parts, ma- 
chinery, transportation equipment, shop 
equipment, maintenance machine tools, 
and other ferrous and non-ferrous metal 
products. 


—Management, Engineering, and Produc- 
tion personnel. 


—Timely editorials, metal-working per- 
formance reports, useful reference sheets, 
concise descriptions of new products and 
literature, informative advertising, plus 
other reader advantages of “king-size” 
format. 














BECAUSE W 
® 


SET FT 


Pee Ee hy 








Within a recent period of 60-days, M-W’s entire controlled C.C.A 


large-scale personnel and 


circulation was brought into line with the 

plant changes due to conversion to defense production. Every reader 
wa verified as currently active in management, engineering, or produc 
tion roles in metal-products plants. Now, 91.5% of M-W's circulation 
is personally requested by réaders, with 8.5% verified by other posi- 
tive means. 


John Haydock, well-known metal-working authority is M-W's editor 

. He knows how and where to get information of high-reader interest, how 
to interpret it into useful, time-saving editorial features. Advertisers as well 
as readers gain from his 21 years experience in metal-working publishing 


oe wen HF 


M-W readers get helpful information on latest. metal-working practices, 
new equipment, and literature ug ncise. easy-to-read items. King- 
sive format gives. high wrsibilit , t *-o-editorial position for all 


nlvertisers 


Nearly 300 Advertisers are regularly getting results with M-W’s 
up-to-date verified coverage of America’s No. 1 market. 


it will pay yow to take a close look at M-W’s many advertising 
values. Ask your agency or write direct for the complete story. 


SUTTON PUBLISHING COMPANY, iINC., 60 East 42nd St., New York 17, N. Y. 


CHICAGO, ILL. , CLEVELAND, OHIO q WETHERSFIELD, CONN. . DENVER, COLO. LOS ANGELES, CALIF. 
307 N. Michigan Ave. 1501 Euclid Ave. 13 Eastern Drive 118 Washington St. ° 2404 W. 7th St. 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


CMP to keep electrical 
manufacturers at top production 


Manufacturers and CMP. . If 
properly the Con- 
trolled Materials Plan should keep 
electrical manufacturers operating at 
(1) 


expanding volume of military equip- 


implemented, 


peak production rates with an 
ment and defense-supporting prod- 


ucts and (2) a continuing healthy 
output of strictly consumer goods 


The latte: at 
of 1950, but it should be remem- 


should run about 
60 
bered that 1950 was an all-time rec- 
ord year for such products 

CMP may cut down basic materi- 
als for strictly civilian goods, such 
as television sets and household ap- 
pliances, but it will operate to chan- 
nel maximum quantities of basic 
materials to electrical manufacturers 
as a whole 


Two 


regarding the electrical manufactur- 


factors must be considered 
ing industry 

1. The field is unique in that mod- 
ern military equipment (ground, air- 
borne, and shipboard) is essentially 
electrical in nature 

2. A great many electrically op- 
erated products, commonly thought 
of as “civilian,” are in fact of prime 
defense importance. It is only neces- 
to 


now have a “super-priority,” 


sary mention machine tools, 
which 
industrial refrigeration equipment, 
industrial heating equipment, chemi- 
cal manufacturing equipment, tex- 
tile machinery, test and research in- 
struments and, of course, power gen- 
erating and distribution apparatus, 
as examples of electrically operated 
that 
fense production or are used direct- 


of military 


equipment either support de- 


ly in the production 
equipment 


A continuing serious problem in 


the electrical manufacturing field is 
the shortage in trained technical and 
sLEX. E. JA- 

Electrical 


engineering personnel 
VITZ, editor, 
Manufacturing, New York 


associate 


Expansion, Expenditures . . Stee!, 
copper, and aluminum supplies key 
the delivery 
and 
1952 

Latest information from industry 


electrical equipment 


in 


utility expansion program 


sources indicates that a sharp cut- 
back in industry expansion planning 
is taking place, but 1952 will still be 
well ahead of 1951. Maladjustments 
in equipment production such as 
transmission pole line hardware and 
boiler tubes 
shortages have cut 1951 capacity ad- 
ditions by about 1,000,000 kw. Fourth 


quarter and later shortages in struc- 


along with material 


tural steel will be a primary cause 
of a 2,000,000 or 3,000,000 kw loss in 
the 1952 program 

Capital expenditures will increase 
the 
program will still be 
above 1951. Transmission 


lines carried over from 1951, in addi- 


next year since power station 


at a rate of 


some 25°; 


tion to new projects, will provide ac- 
celerated activity. A slight tapering 
in distribution expansions will result 
from lower rate of home building 
and fewer appliance sales. Construc- 


10 Total 


public and private additions of elec- 


tion costs are up about 


trical facilities will reach a 


new high of around $3.4 billion com- 


power 


pared with an estimated $3.2 billion 
in 1951 and $3.0 billion in 1950 
Wages and fuel costs will continue 
thereby putting severe 
pressure on earnings. Rate increases 


will be required nationwide in the 


upward, 








IT TAKES A 
SPECIAL TOOL 


Precision mass production is speeded by 
‘HABIT’ Index-a-Point —an ingenious 
diamond tool which sharpens itself while 
truing abrasive wheels so widely used in 


modern industry. It is a patented product 


TO DOA 
SPECIAL JOB! 


of Anton Smit & Co., New York, N. Y. 


IT TAKES CEC or CMC TO SELL 
THE PROCESS INDUSTRIES! 


Proved special selling tools that put your 
product literature to year round use 
in the worthwhile plants you want to sell. 


All along the line in the process industries—from pilot 
plant through semiworks to production stage, “precision 
purchase” decisions have to be made. Guesswork is 
costly. The economical success of each new process de- 
pends on a true appraisal of what's needed in the way 
of materials—equipment—or outside engineering serv- 
ices. And competition must be kept in the dark—any 
leak of “what's in the works” hastens defeat. 


Your prospects and customers, buyers and specifiers of 
equipment, engineering services, materials of construc- 
tion, chemicals and raw materials, have learned to rely 


on Reinhold Catalogs in their daily work. Chemical 


Make sure you have the 
facts on file—ask your 


Reinhold catalog representative 


for your new 
“Fact File Folder” 
CEC or CMC. 


REINHOLD PUBLISHING CORPORATION, 330 WEST 42nd ST., NEW YORK 18, N. Y. 


wr 


CHEMICAL MATERI 


: ee ee 


‘y 


Engineering Catalog and Chemical Materials Catalog 
serve technically trained process industries personnel 
as their “inside” source of product facts—not once— 
but over and over again during the course of’ full year 
when problems arise and purchase decisions must be 


precision made. 


If you want a bigger share of purchase decisions made 
in your favor inside thousands of Dun & Bradstreet- 
rated plants, talk with your Reinhold catalog repre- 
sentative. Now is the time to square away on your prod- 
uct literature program, with particular emphasis on 
HOW you can make it produce maximum sales results. 


Los Angeles * Seattle + Dallas 


-aaeak Ce 
CAT ALos 


aT fe 


= ea el ae a 
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Cleveland * Chicago * Buffalo * San Francisco 


advertise « 
here...” 
to reach 


y | 00 KEY ELECTRICAL MEN 


Electrical Departments in Industria! Plants; extractive industries (elec- 
trified mines, smelting, refining, and converting plants); transportation 
companies electric railway and railroads, airline operators) large 
electrical contractors handling industrial work; motor repair and serv 
ice shops; electrical, mechanical and consulting engineers. 
Electrical and Electronic Manufacturers including maufacturers of all 
kinds of electrical apparatus and appliances; radio equipment and acces- 
sories, electronic equipment and supplies, large machinery and machine 
tool builders, manufacturers of aircraft and electrical 
aviation equipment, and shipyards 


heck these 6 Big Values over 500 Advertisers 
are now getting in Electrical Equipment: 


100 selected “request” circulation. Every copy of Electrical Equipment 
led C.C.A. circulation on a request basi The request-reader mi 
in writing that he wants Electrical Equipment, and give his name 

npany and address 


along circulation. Survey shows average of 6.07 readers per copy 
218.852 total readers per issue per month 


High reader interest. Thousands upon thousands of inquiries produced 
nonthly prove active, continuing readership 


Electrical Equipment reaches and sells people your salesmen cannot contact 
management, engineering, production and purchasing personnel who buy 
or influence purchase of electrical equipment 


Direct, traceable returns from advertising dollars. Over 14,000 sales leads 
through publisher from a typical issue 


Low cost returns: A 19 unit in Electrical Equipment costs only $140.00 ber 
month or $495.00 per 4/9 unit (7x10 on a 12-time basis). Color extra 


ELECTRICAL EQUIPMENT 


Published by 
Sutton Publishing Company, Inc. 
60 East 42nd St., New York 17, N. Y. 


26 / Industno! Marketing 


next 18 months. The pattern of re- 
quired increases will fall between 
5° and 15% over present rates 
FISCHER BLACK, editor, Electrical 
World, New York 


Electrical Appliances . . For the 
balance of 1951, the appliance-radio- 
television industry’s emphasis is 
going to be on selling at the retail 
level 

There will be minor shortages of 
appliances during the rest of this 
year, but these will be by brand 
model, or in a few cases by product 
With these exceptions, there will be 
a lot of merchandise in dealers’ 
stores this fall and winter 

Few manufacturers complain 
about material shortages. Steel isn't 
tight at the moment. Manufacturers 
are getting mill steel without paying 
penalties for warehouse or conver- 
sion steel. Copper and nickel are 
short in spots, but designers are 
finding ways to alleviate even thes« 
shortages. Plastics are being used 
more extensively 

All manufacturers arv /tilding re- 
frigerators at a reduced rate, even 
below allowable rate under current 
limitation orders. That, coupled with 
the recent change in federal controls 
which permits a manufacturer to al- 
locate over-all material allocatians 
to whatever equipment he wishes, 
means more production of appliances 
in short or semi-short supply 

Actual war-work contracts are not 
interfering with civilian goods pre- 
duction with the exception of ma- 
terial availability. Most war con- 
tracts held by appliance manufac- 
turers involve time-consuming en- 
gineering and tooling. Actual pro- 
duction appears to be small and 
largely handled in plant facilities 
where they do not interfere with ap- 
pliance lines. 

Proposed appliance design 
changes, which were shelved months 
ago, are beginning to show up again 
in the development rooms. The talk 
about austerity models for late fall 
and next year has died down 

In appliance and electric house- 
wares fields, prices are expected to 
hold to their present level. In tele- 
vision, new lines reflect big price 
cuts, and other television manufac- 
turers are expected to follow 

Higher taxes, labor, material costs, 
and freight rates are inflationary in- 
fluences. Present buyers’ market is 











having a contrary, deflationary ef- 
fect. Result: Despite manufacturers’ 
ability to win price increases from 
OPS, many price increases will not 
be put into effect . . at least immedi- 
ately WILLARD JOHANNSEN, editor, 
Electrical Dealer, Chicago 


Rural Electrification . . Nine out 
of ten farms now have electricity 
according to Vice-President Barkley 
n a recent Wisconsin address. The 
electric power industry, during the 
last week in August, celebrated 
“Rural Electrification Week” with a 
claim that central station electric 
service is now available to 95% of 
America’s occupied farms 

Yet, it would be a mistake to as- 
sume that the program of rural elec- 
trification in the United States is 
even nearly completed. George M 
Gadsby, president of the Utah Pow- 
er & Light Co.. speaking of Rural 
Electrification Week, said: “We are 
celebrating not the final crossing of 
the goal line, but the fine score at the 
end of the first half.” 

The second phase of the work will 
consist of expanding service on the 
farm. Here again farm organizations, 
agricultural colleges and county 
agents will be called upon to work 
with electric companies and other 
suppliers to reach this goal: to make 
electricity, now so generally avail- 
able, do more and more jobs for the 
farmer, his family and the nation’s 
food production 

The Rural Electrification Ad- 
ministration has, to date, made loans 
to co-operatives serving about 49% 
of the farms connected private 
companies and local public agencies 
serve the remaining 51°. According 
to REA, the use of power along more 
than 1,100,000 miles of REA farm 
lines jumped 25° during the fiscal 
year of 1951. It has doubled since 
1948 and tripled since 1947 

But, defense restrictions on new 
construction generally, and especial- 
ly upon the use of copper, aluminum, 
and steel will bite deep in the fourth 
quarter of 1951. The emphasis must 
therefore shift to utilization. More 
and different appliances on the lines, 
new uses for older appliances 
these and other devices will be re- 
quired to help existing farm custom- 
ers to use their additional power in 
more advantageous ways FRANCIS 
X. WELCH, managing editor, Public 
Utilities Fortnightly, Washington 


advertise 
here 


for EXCLUSIVE 
coverage of 








LARGE - MEDIUM + SMALL 


ELECTRICAL 
CONTRACTORS 


contractors as any other 
publication in this live 
$700,000,000 market! 


Check these 6 Big 
Values 171 Advertisers are now getting in 
Contractors’ Electrical Equipment 


. Carefully selected coverage of all worthwhile large, 
medium and small electrical contractors, including 
those in cities under 25,000 where 75% of business 
is done. Only controlled circulation can offer this 
advantage. 

. Direct traceable returns on advertisers’ dollar — 
sales leads received average over 3900 per month. 

. High reader interest because CEE is edited ex- 
pressly for contractors including small and medium 
sized ones who do 65% of business in their industry. 

. Contact with key buying influences not reached by 
manufacturers own salesmen. 

. Next-to-reading-matter positions for all advertis- 
ing, insuring maximum visibility and reader-action. 

. Low-cost coverage—as little as $125.00 per 1/9 
unit or $395.00 per 4/9 unit (equivalent to 7x10 space) 
on annual contract. Color extra. 


Contractors Electrical Equipment 


Published by 
Sutton Publishing Company, Inc. 
60 East 42nd St., New York 17, N. Y. 
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IF YOU WANT TO SELL... 


ENGINEERED 
ELECTRICAL 
EQUIPMENTS 


IN THESE CATEGORIES: “ 


INDUSTRIAL POWER 
OIMSTRIBUTION 
Power Fuses 
Isolators 
Cirewit Breakers 
Pewer Transformers 
Unit Substations 
Bus Duet 
Wire ard Cable 
Capacitors 
Conduit 
instruments 





Rectifiers 

Variable Speed Devices 
ELECTRIC HEAT 

Induction 

Dielectric 

Resistance 

Heat Treating Fur 


tefrared 
ELECTRIC TRUCKS 
AIR CONDITIONING 
Process 
Certert 
LIGHTING 
Fluorescent 
Incandeseent 
INDUSTRIAL X-RAY 
METAL DETECTORS 
INDUS. TELEVISION 
WELDING. ARC AND 
RESISTANCE 
FINISHING 


Switchgear 

Panel Boards 

Switenes 

Centret Centers 
MOTORS &4 CONTROLS 
Heavy Duty 
Weunrd Retor Motors 
Synehrenous r 
|-100 He Motors 
100.5000 He Meters 
Electronic Motor 

Contra 





| 
\ 





TO IMPORTANT PLANTS 
IN EVERY INDUSTRY 


THEN YOU MUST REACH THESE MEN 


D> Industrial Production Management 
D> Industrial Electrical Engineers 
D> Utility Industrie! Engineers 


mn ELECTRIFIED INDUSTRY do you reach all 
groups of men simultaneously. Only 
ELECTRIFIED INDUSTRY are their electrical inter 
ests—ond yours—the exclusive objects of atten- 
Only in ELECTRIFIED INDUSTRY do you 
reach the utility industrial engineers whose recom 
mendations are so often decisive on engineered 
electrical equipments 
ELECTRIFIED INDUSTRY's picture reporting of 
electrically powered, proven production ideas in 
every industry from Auto thru Zinc has earned it o 
readership from management men and 
ectrical engineers 
The sponsorship of the magazine by the leading 
utilities (they poy $2.50 per year for th im 
portant industrials) guarantees a continually 
correct circulation—despite personnel and plant 
changes—that simply can't be duplicated 


from Washington 





See 5% price rise in new law 


recognizing sales cost increases 


By Stanley E. Cohen 


@ PRICE STABILIZATION officials are 
complaining that the new price law 
will mean a 5 to 8°; increase in price 
levels. Much of their anger is direct- 
ed at the “Capehart 


Amendment” 


so-¢ alled 
the provision per- 
manufacturers to 


mitting increase 


their prices to cover costs incurred 
through July 26 
This out the 


cost absorption squeeze which OPS 


amendment wipes 


wrote into its orders on machinery 
Where 


only for 


and manufactured products 
OPS 


materials and factory labor, Congress 


allowed increases 


recognized overhead items includ- 
ing sales and advertising 

OPS had 
workable way of checking the over- 


contended there is no 
head costs that a manufacturer allo- 
cates to a particular item in his line 
“In OPS argued, “the 


amount claimed varies according to 


eac h case,” 
the cost accounting system selected.” 

But this is water over the dam. Un- 
der the new law, the pre-July 26 
squeeze on overhead items must be 
eliminated. Officials have promised 


that the machinery and manufac- 
tured products orders will be amend- 
that 
available with a minimum of red tape 

Note: OPS is free to squeeze post- 


July 


ed so price relief will be 


26 costs 
Census .. Final volumes of 1948 
census of business are barely off the 
press, but census bureau is looking 
forward to next one. Its 1952 budget, 
now clearing Congress, contains 
$300,000 for preliminary planning on 
a big census covering manufacturing, 
industries and 
transportation for 1953. The money 
would be used to work up mailing 
lists and question forms during 1952 
The 1953 census to be taken in 
1954 is the first 
taken simultaneously of business and 


business, mineral 


study to be 


schedule 
The 
first postwar census of manufacturers 
1947, but the 


business covered 1948. Hereafter 


manufacturers under the 


adopted shortly after the war 
covered census ol 
the 
studies are to be made concurrently, 
covering each “3” and “8” year 

Industry Decentralizes . . Indus- 


trial decentralization is not mere 


talk. Figures issued by Defense Pro- 
ihat 


duction Authority demonstrate 


new industrial construction has al- 


ready swung sharply away from 
coastal and densely populated areas 
One of the most dramatic examples 
is the west south central state area 
Louisiana, Texas, Oklahoma 
Arkansas. In 1947 


3.9°: of the new capital investment 


and 


this area attracted 


On the basis of tax amortization cer- 
tificates, it is currently getting 18.1‘ 
Other big increases: mountain states 


up from 0.9%; to 58 east south 
central states (Mississippi, Alabama 
Tennessee, Kentucky) from 3.7‘, to 


Eliminate the iron and steel in- 
dustry, where plant location depends 
heavily on location of raw materials, 
and the shift is even more dramatic 
Iron and steel excepted, these three 
areas mountain and the two south 
central groups are getting almost 
half of the proposed capital invest- 


ment 


S.719 Hits Rocky Road .. Al- 
though S.719 


meet prices of competitors 


permitting sellers to 
sailed 
easily through the Senate, its chances 
bad. Senate 


opposition was unexpectedly strong 


of becoming law are 
considerably more than enough to 
sustain a presidential veto 


Under the circumstances, then, the 


best “authority” on delivered prices 
is the Federal Trade Commission. In 
closing its big steel case Aug. 16, FTC 
has this to say 

“FTC 


is not considering evidence 
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Morrison-Kuudsen Company, Jur. 


CONTRACTORS AND ENGINEERS 


main —_ 


‘arenes Re 


7 Mr. Donald V. Buttenheia, Publisher 

Dar sule up there Contractors and Engineers Monthly 

ahead of eo Dakots , 470 Fourth Avenues 

1 wee os concrete placint New York 16, BN. ¥. 

Stories 

page 34 ail why 
Road Work ndards and 

aA ognana® — _ My Allow ge to express our company's appreciation of the many 

lower your county aorted by (poe copies of Contractors and Engineers Monthly that are being sent 

formule ts te our key supervisors on various field operations. 


Dear Mr. Buttenheia: 


In the nature of the heavy engineering construction business, 
« large cuaber of our projects are located at relatively isolated 
points. To keep abreast of construction news and informed of new 
methods througuout the trade, it is of high value for these men to 
read a publication of such wide and capable coverage of general 
construction activities. 


Very sincerely yours, 
KNUDSEN COMPANY, INC. 


bul Y )ai. 


Paul Nations 
Public Relations Manager 
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“CHEMICAL WORLD! 


The Chemical World is broad . . . there are 12,452 plants (rated at $125,000 or more) 
among the 24 chemical and pro@éss industries . . . and total annual production is esti- 
mated at $60,000,000,000—40°,, of the national product. 


The Chemical World is deep ... there are buying and specifying influences at work all the 
way from the chemists and engineers who design, develop and run these plants to the top 
executives in every branch. 


For the broadest, deepest coverage of this vast Chemical-World market, CHEMICAL AND 
ENGINEERING NEWS stands alone. For only CHEMICAL AND ENGINEERING 
NEWS has both breadth and penetration of circulation and. editorial content, to give 
you blanket coverage of the chemical world: 
An established weekly circulation of 72,000. 


An industrial circulation of 58.4% greater than any other publication in the field. 


A balanced circulation, covering the chemists and engineers in management, produc- 
tion, design, research and development. 


The broad circulation, that adequately covers every title classification in the 7-group 
buying and specifying team of officials, works executives, supervisors, engi- 
neers, research directors, chemists and consultants. 


And blanket coverage brings results... 
Comparing the first six months of 1951 to the same period in 1950, 


C&ENews gained more advertising pages than any other magazine serving the field. 


At the lowest cost per thousand, your advertising becomes a 
fast-action sales tool in 


CHEMICAL AND ENGINEERING 


NEWS 


Newsmagazine of tiie Chemical World Since 1923 





An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO + CLEVELAND + SAN FRANCISCO + LOS ANGELES + SEATTLE + DALLAS 
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Pratt & Whitney Aircraft's 
At main factory at East Hartford, 
Conn., containing 2,000,000 


Whitney 
Aircraft, 


MATERIALS 


Pratt & Whitney's ]-48 Turbo-Wasp is the most pow- 


ts the siz 
© * | erful turbojet engine being delivered to the U.S. 
in this Tu rbo -Was military services by any American manufacturer. It 
a is a big brother to the J-42 jet engine illustrated, now 


in active service. Over 12,000 special production 
tools are required for each design of Turbo-Wasp. 


There wouldn't be a jet yet if it weren’t for materials engineering. For example, before 
the first Turbo-Wasp engine could come off Pratt & Whitney's production lines, mate- 
rials engineering men had to select or specify: 
60 Irons and steels 35 Parts and forms 
29 Nonferrous metals 10 Joining methods 
10 Nonmetallic materials 21 Finishing methods 
20 Heat-treating and tempering methods 


These major materials engineering decisions dictated thousands of purchases of materials 
and equipment. 


Materials & Methods is published exclusively for over 18,500 materials engineering men 
—all paid subscribers—who specify materials and determine materials processing meth- 
ods in the hard goods manufacturing industries. 


% 


Concentrate Your Advertising 
Where Materials Engineering Men 
Concentrate Their Attention... 





A REINHOLD PUBLICATION 
330 West 42nd St., New York 18, N. Y. 


Cleveland * Chicago * Dallas * Los Angeles 
San Francisco * Seattle 
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1951 business paper ad volume 


ial Marketin 
to reach all-time peak Industrial Mar g 


By A. R. Venezian 


® ADVERTISING VOLUME in business will go for plants and equipment in a new high, page volume will remain 
papers for 1951 will reach a new high 1951, another new all-time high below the peak year of 1945. Never- 
¥f $255.2 million 13.3%. above the theless, 1951 will unquestionably 
$225.2 million invested during 1950, Page volume in 1951 should be at witness a simultaneous gain both in 
according to current estimates, least 5%. if not more, above 1950. pages and dollar volume 
which could easily be exceeded. The totaling approximately 792,000 pages The first section of Chart A shows 
latter figure for 1950 represents a compared with 753,000 pages for the dollar trend for 19 years. It indi- 
gain of 1.2° over 1949 and is slight- 1950. The latter figure for 1950 rep- cates continuing acceptance and rec- 
ly above the previous peak year of resents a drop of about 1.5°% below ognition on the part of advertisers 
1948 the 1949 volume and advertising agencies for the 
Because business paper advertis- market and advertising values of 
ing volume traditionally has been Dollars, pages up. . This year will business publications. 
tied in with the movement of expen- turn the corner on 1948, the last year During that 19-year span adver- 
ditures for plants and equipment when business publications had in- tising has been multiplied almost 8 
1951 ad volume estimates have been creases in both pages and dollars times. A total exceeding $2.25 bil- 


tied in with forecasts that $25 billion However, while dollar volume is at lion has been invested by advertisers 





| TREND OF BUSINESS PUBLICATION ADVERTISING | 











Pages of Advertising 
1940 —1951°* 
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Chart B 


tions by 


Analysis of business publica 


type of circulation 


n business publications during that 


period. The last six years will ac- 


count for almost one-half that sum 


Also 


right-hand 


shown for the first time, in the 


section of Chart A is a 
12-year picture f the advertising 


pages arried by busine SS public a- 
1951 


was <¢ onsid- 


’ 


ons from 1940 through 
As can be 


ywth 


there 
1940-45 
968,000 


seen 


erable gr fron which 


eached the peak of pages 


Sir at time there has been a de- 
753,000 pages for 1950. How- 
s is followed by an anticipat- 

everse in the trend 


1951 


Method of estimating .. McGraw- 
Hill 


which measures and classifies 


conducts a continuous study 
ur der 
some 950 product classifications, the 
This 


provides an un- 


advertising in 200 publications 


activity, therefore 
usual opportunity for measuring the 
tempo of business paper advertising 


Added to this 


annual 


check are the 


space 


figures available from In- 


DUSTRIAL MARKETING. Furthermore 


hundreds of publishers have cooper- 
ated in supplying data on both ad- 
billing 


vertising pages and gross 





Publications Grouped by Ficld 





Manufacturing 

Construction & Architecture 
Mining, Petroleum & Lumbecring 
Power & Public Utilities 

All Other Industrials 


Sub Total — Industrial Publications 


Retail Outlets 

Personal Services 

Hotels, Clubs, Restaurants, Etc 
Medical, Dental & Similar Professions 


Finance, Banking & Insurance 
Government & Education 
Export & Import 
Miscellaneous Trades 





Business Publication Advertising Volume 
By Publication Groups 
1950 


Transportation & Transportation Services 


srand Total —/ usiness Publications 
C 1 Total— All B Publicat 


Advertising 
Volume 


$103,367,000 
20,718,000 
13,062,000 
4,729,000 
3,828,000 


$145,704,000 


$ 25,898,000 
4,954,000 
7,206,000 

12,611,000 
5,180,000 
3,603,000 
6,306,000 
6,531,000 
7,207,000 


$225,200,000 100.0% 








The information collected from 
these sources was combined, permit- 
ting calculations which are based on 
and large sample, 


a very broad 


thereby insuring the reasonableness 
and reliability of the 
Moreover 


successive yea! 


estimates 
fifth 


in the development 


this represents the 


of these figures each year's de- 


tailed reports and experience have 
added greatly to the basic knowledge 
and consequent refinement of the 
estimating procedure 

The publications covered in this 
study are the type listed in inpustTrI- 
Market Data & Di- 

and the business 
paper Standard Rate & 


Data Service. But the study does not 


AL. MARKETING 5S 
Number 


section of 


rectory 


include general news magazines 


business news publications, cata- 
logs or directories. The study is con- 
fined to publications published in the 
United States 1,800 


professional, technical, trade and in- 


It includes some 


dustrial type publications directed 
to more than 160 vertical and func- 
tional groups of subscribers 

These 


total annual distribution of 2442 mil- 
on Paid 


publications reported a 


circulation publications 


over 15 million 


than 64 


totaled 1,020 with 


subscribers or more of the 
total. Free 


totaled 572 


circulation publications 


and accounted for 812 
million or about 36°, of the distribu- 


More than 10 


tions, failed to report or disclose the 


tion or 180 publica- 


data on the type and quantity of 
their distribution. Chart B shows the 
distribution for each 


number and 


major type of publicatior 


Ad volume concentrated . . Some 


idea of the 


comprehensiveness of 
these estimates and the concentration 
of business paper volume can be 
gained from a study of the figures in 
the January, 1951 issue of mvpustTrRI- 
AL MARKETING. The annual summary 
in this publication shows that the 253 
magazines reporting carried a grand 
total of 336,000 pages in 1950, almost 
50% of the 


business publications. This indicates 


pages placed in all 
that the larger and more volumir.ous 


publications are regularly report- 


ing to INDUSTRIAL MARKETING 

As in many other industries it also 
indicates that the larger organiza- 
tions generally account for the major 
share of the industry sales 


Appar- 








ChartD:HOW THE 


BUDGET ITEM 


Business Publications 
Company Catalogs 
Direct Mail 

Exhibits 

Point of Sales 
Reprints & Preprints 
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Production 
Administration 
All Others 





Visual Sales Presentations 
Publicity & Public Relations 

Gen'l & Farm Mag. & Newspapers 
Billboards, Radio, & Television 


INDUSTRIAL ADVERTISING DOLLAR IS 


% of 


Millions Total 


$225.2 364 
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$627.0 
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Percentages used to project Industrial Advertising Volume are from a 1949 N.I.A.A. Budget Study. 


INVESTED 


$ 627,000,000900: 100% 


Company 
Catalogs 
> 








ently the business publication field 
is no exception to the rule, with 15 
of the publications carrying almost 
50°, of the advertising volume 

Still further evidence on the con- 
centration of business paper adver- 
tising can be drawn from the an- 
nual listing published by rnpustrRiAl 
MARKETING showing the volume of 
business publication space placed 
by advertising agencies. In March, 
1951, IM reported that 551 agencies 
placed 388,000 pages of advertising 
in the previous year. This amount 
represents more than 50 of total 
volume placed in all business pub- 
lications. It has been estimated that 
there are some 2,500 to 3.000 adver- 
tising agencies placing space in 
business publications, yet less than 
25 »f the agencies account for more 
than 50°, * of the volume 
Advertising by fields . . The de 
tailed method used in arriving at 
these estimates made it possible to 
break the advertising picture up in- 
to broad industry groups. The indi- 


*Definitely more than 530 when we realize 


at a certain amount of Dusiness pu 
ition space is still placed direct 


bl 
! 


vidual publications were classified 


and grouped by fields in order to 
provide a sound basis for projecting 
for those magazines who failed to 
report. The 
field by field and in turn these fields 


estimating was done 
were totaled to represent the volume 
of advertising carried in all business 
publications 

Chart C provides a breakdown of 
the 1950 business publication dollar 
volume by fields. Industrial type 
publications have been grouped un- 
der five headings. These five head- 
of the 
total dollar volume in business pub- 


ings acount for almost 65% 


lications. The remaining publications 
have been grouped under nine head- 


ings 


Other media . . In 1949, the Na- 
tional Industrial Advertisers Asso- 
ciation completed the study on in- 
This 


study revealed that business publi- 


dustrial advertising budgets 


cations receive 36° of the industri- 
al advertising budget. By applying 
the 1949 budget percentage against 
the 1950 figure on business publica- 
tion advertising, it has been possi- 


ble to extend the business publica- 


tion figure and develop an approxi- 
mation on the total expenditures 
made by industrial advertisers for 
all types of media. 

On this basis, the total for 1950 is 
estimated at almost $627 million. A 
breakdown of expenditures by type 
of media is shown in Chart D. The 
percentages developed under the 
NIAA budget study are also shown 
in this chart and represent the per- 
centages that were used in arriving 
at the projections. 

The largest expenditure next to 
business publications was on com- 
almost $100 million 
Direct mail was third with expendi- 
tures of approximately $50 million. 


pany catalogs 


Industrial advertisers in reporting 
on the NIAA budget study included 
their expenditures in the general 
and farm magazines as well as in 
radio, television and 


These 


not necessarily represent the adver- 


newspapers 
expenditures, however, do 
tising of industrial products. While 
predominantly industrial, a number 
of the 
study market both consumer and in- 
dustrial type preducts. The tabula- 
tion shown in Chart D provides an 


respondents to the budget 








Chart E ADVERTISING IN BUSINESS PUBLICATIONS FOR EACH $1000 OF NATIONAL INCOME 


Business $ of 

Publication National B.P. Adv. 

Advertising Income Per $1000 

Year (Millions) _ (Billions) Nat'l Inc. 
$ 39. $ .81 
48. .16 
56. . 76 
64 79 
73 80 
67 76 
72. 80 
81. .79 
103. .72 
137 .61 
169. .71 
183. .81 
182 94 
179 99 
201 97 
226 99 
221 .00 
235 . 96 
260 98 


Roto of uness Publcotion 
fearing naan eeee | 1933 $ 32. 
of Nationa! Income 1934 37 
ttt 1935 43 

1936 51 
1937 59 
1938 51 
1939 58 
1940 64 
1941 15 
| | 1942 83 
ott tat t e + 1943 120 
| | Bika 1944 149 
1945 172 

1946 178 

1947 196 

1948 225 

1949 222 

P 1950 225 
1951* 255 
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National Income figures from U. S. Dept. of Commerce, Survey of Current Business. * 1951 Estimated 











interesting picture and comparison Chart E shows the relationship years, business publications have 
on the amount invested by industrial between national income and busi- averaged a greater share of the na- 
advertisers in each of these 13 ness publication advertising. From tional income than ever before 
budget groups 1933-1951 the ratio has varied from 

a low of 61 cents for each thousand Ratio to plant and equipment 
Ratio to national income . . Th: dollars of national income in 1942 to expenditures is presented in Chart 
1951 estimate of $255.2 million is on a high of $1 in 1949. In 1950 this rati« F which shows the amount of busi- 
the basis that the 5-year ratio of went down to 96 cents and in 1951 it ness publication advertising for each 
business paper advertising to na- will probably climb to 98 cents o1 $1,000 of plant and equipment ex- 
tional income (1946-1950) is main- more penditures. This ratio has varied 
tained. This same procedure was The trend since 1942, however, in- from a low of $8.81 for each $1,000 
used in estimating the volume for dicates a continuing and growing of plant and equipment expenditures 
1950 and, as can be seen from the acceptance on the part of industrial in 1937 to a high of $28.65 in 1944 
record, last year’s estimate was very advertisers of business publication During the war while plant and 


close to the actual. advertising. During the past few equipment expenditures averaged 





ADVERTISING IN BUSINESS PUBLICATIONS FOR EACH THOUSAND DOLLARS OF PLANT AND EQUIPMENT EXPENDITURES 


Business Expenditures $ of 
Publication for Plant & B.P. Adv. 
Advertising Equipment per $1000 
Year (Millions ) _{Billions) _ P.& E. Exp 


$ 10.00 
8.81 
11.33 
11.15 
9.84 
9.15 
13.61 
26.67 
28.65 
26.06 
14.83 
12.10 
11.72 
12.23 
12.11 
10.21 


1936 $ 51.0 $ 
1937 59.0 
1938 51.0 
1939 58.0 
1940 64.0 
1) 75.0 
1942 83.0 
1943 20.0 
1944 149.0 
1945 172.0 
1946 178.0 
1947 196.0 
1948 225.0 
1949 222.5 
1950 225.2 
1951° 255.2 
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Plant and equipment figures from U. S. Department of Commerce, 
Securities Exchange Commission *Estimated 
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2,001 sales 
promotion ideas 
push plumbing 


and heating 


By Bob Aitchison 


® Last YEAR, 600 of America’s most 
aggressive merchandisers entered a 
contest for the best ideas to increase 
There $15,000 


and plenty of winners, 181 


sales were prizes, 
worth 
But just as important as the large 
number of entries, the prizes and 
the winners, were the two by-pred- 
ucts of the contest. Happily, the con- 
test turned out to be a giant market 
and the 


research operation, thou- 


sands of money-making merchan- 


dising ideas provided ready-to-pub- 
lish material for a merchandising 


book 


‘how to do it” 


The contestants were contractor- 
dealers who sell and service plumb- 
ing, heating and air conditioning 
equipment and appliances. The 
sponsor was Domestic Engineering 
magazine. The incentive to enter was 
a raft of prizes worth more than 
$12,000 furnished by the publica- 
tion’s advertisers, and a $2,500 truck 
furnished by the publication 

A panel of judges poured over en- 
tries for four days saw hundreds 
of top flight merchandising ideas . . 
and came up with the 181 winners 

Then after the big show was over, 
after the judges had gone home, after 
the winners had received their 
awards, the editors of Domestic En- 
gineering took their turns at digging 
through the mountain of entries (it 
took 2,000 squaré feet of space to ex- 
hibit them). Winning and non-win- 
ning entries gave a wealth of market 


and selling information 


Market information .. Among the 
winners, it was found that 92° sell, 
service and install plumbing equip- 
ment. And in this group, representa- 
tive of the leaders of the field, was 
found proof of a long suspected trend 
to the idea that 
proper design and careful workman- 
Today, 
dealers also must realize that they 


good materials, 


ship are no longer enough 


have to awaken dormant demands for 
modern plumbing equipment by dra- 
matic displays. And they also must 
realize that they are playing against 
big leaguers, 
that if they don’t do a 1951 job of sell- 
the dealer 


competition-wise 


ing and merchandising, 
down the street will take business 
away from them. 

The selling of heating equipment 
was found to be the s 
denominator among the 
dealers 90°), of them selling and 
installing it. On the trend side, it was 
noted that more and more dealers 


econd common 
winning 


sold, not just one type of equipment, 
but rather sold different makes em- 
ploying all three types of fuel. Deal- 
ers said that this enabled 
them to eliminate accusations cf bias 


policy 


in favor of one type of equipment or 
another 

The third and newest common de- 
nominator was appliances with 85°; 
of the prize winning contractor-deal- 
ers featuring products such as kitchen 
washing ma- 


ranges, refrigerators, 


ironers. And 
television 


home freezers, 
radios, 


chines, 
many also sell 
sets, and smaller appliances includ- 
ing toasters, mixers, coffee makers, 
fans and even door chimes. 

The new lines are desirable to the 
dealer for three first, a 
greater volume of traffic is attracted 
to the store, traffic that may become 
interested in plumbing, heating or air 
conditioning equipment; second, the 
appliance line causes him to do more 
advertising which helps his entire 
the appliance line 


reasons: 


line; and third, 
adds to profits. 

The entries also showed that air 
conditioning is rapidly assuming the 
role of the fair haired lad among 
something not entirely un- 
expected. Room self- 
contained units are aggressively ad- 
vertised and sold by most winners. 

A final tabulation listed some 60 
different items handled by many of 
the winners. These market facts and 
many others provided a gold mine of 
information for manufacturers, dis- 
tributors and jobbers interested in 
selling to the domestic engineering 


dealers 
coolers and 


dealer. 


Book of sales ideas . . Market in- 
formation was not the only by- 
product. There was a bonanza of mer- 
chandising ideas, so the editors of 
Domestic Engineering culled out 2,- 
001 of the best and published them 
as a 200-page merchandising manual 
under the title, “2,000 and 1 Prize- 
Winning Ideas.” 

Some 900 pictures and captions 
presented in “how I did it” style, re- 
vealed how dealers used 44 different 
promotion, advertising and selling 
techniques including radio, television. 
human interest advertising, phone 
book advertising, cooking schools, 
tie-ins with school and sports ac- 
tivities, contests, show and fair dis- 
plays, and publicity programs. 

This compilation of selling ideas, 
not to mention the market informa- 
tion, has made “2,000 and 1 Prize- 
a best seller among 
business books. Priced at $5, more 
than 1,000 copies had been sold four 
publication. 


Winning Ideas” 


weeks after 


See Next Page. . Pictures on the 
following pages show how prize win- 
ning dealers keep their cash regis- 


ters ringing: 
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Show displays .. Traveling showrooms. . 





plumbing and appliances 
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| Abweys Coll « febeble Heating Contractor tor 
Lapert Work manship—Qvelity Materiel! Try | 


FAY-BYRNE PLUMBING CO. 


14 Liberty Street _ Marlboro 234 
Piumbong and Heating tor Bette: Momes Since 192! 


If 1 Knew You Were Coming 
I'd Have Opened the Safe! 


There's never « dull moment of the 
Jemmy Lut Co. Thursday aight while the 
statt ond our hard working plumbers were 
sheeping—we hed collers They found 
thew way te our sate and mode away with 
its contents. QUALITY is one thing thet 
is never overlooked of Jimmy Lutt 

We dont look forward to downg business 
with Phe customer ogee but, to off 
ot you whe hevent visited our thowroom 
why don't you poy us @ visit during the 
deyight hours you ll trad owr sett ol- 
woys willing to help you 


JIMMY LUTZ 


Plumbing and Heating 


126-50 PAXTON ST.—MARR.SBURG, PA. 








Tongue-in-cheek ads. . 





Modern showrooms . . 





Dashing . . 


Convertibles, free drinks 





Front .. 


5000 DRINKS j 
1250 DRINKS PER DAY! 


Now, wouldn't we be in sad shape? 

So unstes of beading an cite with each of 
our 5009 convention frends much se er d like fb 
please acoept the txbet un lew of our presen 
and have your “FIRST” drink on us! 


4 Oars 


help abstinent P&S sell to distributors 


the company sells 
ibutors (janitor supply 
ely an exciusive- 
ised as a sales argument 
a most 

field also 

th their 

nzidrene treat- 

gives to promotion 
companys tactics in the 
mvention and exhibit of the 
Associa- 


Sanitary Supply 


Cleveland. To kes p everyone 


n affable energetic 


President Win Smillie set a tough 


sales objective for the show: signing 


risply 


w distributors and sales of 
$100,000 

To figure out ways of ac hieving it 

ect the job, he appointed 

Vice-President Ron Smil- 

Tom Connelly, of the com- 

s agency, Krupnick & Associ- 


» head a show committee. The 


program they mapped out included 
a remarkable variety of things, rang- 

g from a fleet of convertibles avail- 
able for use by nev stomers to 
ickets for free drinl é the best 
bars in towr 

The convertibles four new ones 
belonging to P&S district managers 

were parked in front of the Audi- 
torium Hotel adjacent to the exhibi- 
tion by arrangement with the hotel 
doorman. Each cat sported “First” 
decals on the doors. New customers 
could climb in for a one-hour sight- 
seeing tour of Cleveland by showing 
the chauffer a pass. Passes were dis- 
tributed by P&S salesmen 

The tickets for free drinks affected 
the salesme as successfully as the 


customers. Salesmen were pledged 
to complete abstinence from alcohol 
until the sales quota was passed. To 
forestall well-meaning convention- 
eers I lré ing a P&S man off 


for a drinki: wut and yet to avoid 
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Drinks ore available at the 
following bers in Cleveland: 
or the 
AUOITORIUM | Chae 
worm 
ot the Vegwe 
wuren | SS 
MOTEL 


hurt feelings, the company printed a 
supply of tickets, headed, “Have 
your ‘First’ drink in Cleveland on 
us.”” Salesmen passed these out free- 
ly after the company made a deal 
with the hotel bars for 
them 


redeeming 


drink, 
regardless of price. What P&S strate- 
gists did was to arrange with the 
hotels for a flat 65c per 
gardless of whether the patron or- 
dered a 40c bottle of beer or a $1 
champagne cocktail. The hotels went 
for the idea because they, like the 
company, were playing the averages 
And they loved the publicity 
Apparently 


A ticket was good for any 


drink, re- 


most recipients kept 
the tickets as souvenirs or as good 
idea to copy: less than 15 were 
redeemed 

The convertibles and tickets were 
among many promotional steps that 
attracted attention far above average 


for exhibitors at the convention 


A 


GREATEST CONVENTION Ve’ 


Clincher . . «: 


, how wa 
pply show w 


These steps began six weeks before 
the convention with mailings once a 
4,000 
among whom P&S wished to find at 
least 25 to sell “First.” Minimum or- 


week to distributors from 


der for a newly appointed distribu- 
tor was $4,000 

Among the mailings was a pre- 
print of a spread in the June conven- 
tion issue of Sanitary Maintenance 
Included was a personal letter from 
the president and a business reply 
card on which the distributor could 
list his hotel location in Cleveland 
and the time he preferred for a con- 
time, 25 


ference. By convention 


cards were returned . . a good return 
in the face of the minimum order, 
which is substantial in the janitor 
supply business. 

Several weeks before the conven- 
tion, Bob Woltering, the agency's 
service coordinator on the account, 
flew to Cleveland to spend several 
days casing the convention site. He 


| CONTRIBUTED TO THE SUCCESS 
\ om 1 peomerion 
oe | - 


cutee thane pages cont eae tr { 
and a | procancoment ot ow FALL CAMPAIGN | 
FIRST dxstribators! 


. aw 
FIRST” destribeters! 


Pratt & Smillie Chemeels. inc. 
Ameen os Santen! seems seme, 








Demonstrations . . o! 


1de every half hour in pri 


spoke to hotel managers, the man- 
ager of the Municipal Auditorium 
where the exhibition was held, the 
head of the display company, pho- 
tographers and others. Among the 
results: 

1. He arranged to place signs on 
a garage across the street from the 
auditorium and adjoining the hotel, 
calling attention to the location of 
the “First distributor headquarters” 
in the hotel. This effectively supple- 
mented the decal-bearing converti- 
bles by commanding attention of 
visitors to P&S even before they en- 
tered the exhibit hall 

2. Arrangements 
haul exhibit materials in company 


were made to 
station wagons to avoid loss or de- 
lays in shipping terminals. This was 
one of those little things that become 
big if anything goes wrong 
Meanwhile, Jack Harrmann, the 
local district sales manager, cooper- 
ated with the Cleveland distributor 


ed on page 163 
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Industry leaders tell 


how they use market research 


Market research is accepted and used as an important selling tool by many advertisers of 
consumer” items but what about manufacturers and advertisers on the industrial or 
business side of the fence? In an effort to learn to what extent industry accepts market 
research. Industrial Marketing asked a group of top executives for their thoughts on these 


questions 
@ What importance does your company attach to market research? 


@ If your company uses market research, is the actual research done by your own per 


sonne| or is it handled by an outside organization? 


® How has market research paid off for you? 





findings with our product develop- 
ment division. In the end we have 
the combination of a piece of equip- 
ment specially planned and designed 
for a job in a specific industry, plus 
1 definite perspective on the market 

potential for the equipment 
One of our most recent outstand- 
ing market research endeavors was 
@ Marke arch has been and will in the cotton warehousing and com- 
ontinue be an important factor press field. Handling routines were 
n planning our product development slow and burdensome, and costs were 
and merchandising programs exorbitant. As a result of our re- 
Because uur basic product search, a multi-purpose cotton truck 
naterials handling equipment is was developed, along with new 
potentially applicable to all types ecommended handling techniques 
of industrial activity, market research Operating costs were reduced as 
plays a dual role in our organization much as 71 and our sales in that 
We not only analyze and research field incre ased several thousand per- 
the need and application for our type cent, with a substantial potential yet 


of equipment, but also coordinate ou to be realized 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


John E. McKeen 


v1 
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® Rapid growth of the antibiotic in- 
dustry amply testifies to the value 
of scientific research. In our case this 
is evidenced by the discovery, clini- 
cal evaluation and mass production 
of the wide spectrum antibiotic 
Terramycin. It follows that the ap- 
plication of research to the distribu- 
tion function presents § intriguing 
possibilities in broadening a prod- 
ucts market scope, permitting in- 
creased production at lower costs 

Our market research operation has 
been functioning a little more than 
two years, thus its ultimate contri- 
butions to the over-all operation are 
difficult to assess. We are approacn- 
ing the problem on a long range 
basis; concentrating, during this ini- 
tial period, on the training of per- 
sonnel and on the development of 
certain fact-finding tools which 
should be of increasing value to the 
company as time goes on 

The policy of developing these fact- 
finding tools for gathering predeter- 
mined information at specified inter- 
vals has three advantages: (1) it 
develops a background of source in- 
formation, (2) the data collected are 


much more reliable than that ob- 





tained from spot sources, and (3) 
this procedure makes it possible to 
anticipate in many instances man- 
agement’s requirements for informa- 
tion 

Where outside assistance is neces- 
sary, particularly where the studies 
direct 


are national in scope and 


contact is important, our market 
research people define the problem, 
select the best agency for the type of 
survey involved, determine the ap- 
propriate survey techniques, lay out 
the basic specifications, later making 
sure these specifications are followed 

We believe there are three basic 
successful market 
There must be 


essentials to a 
research operation 
good personnel and enough of it 
Market research must be aware of 
management's day-to-day thinking 
on distribution problems. It has been 
said that good market research “op- 
erates from the gleam in manage- 
ment’s eye,” anticipating and provid- 
ing for as many contingencies as 
possible. Finally, management itself 
actively in the 


must participate 


market research function, defining 
problems, suggesting approaches, fa- 
miliarizing itself with the limitations 
of the various techniques, and learn- 
ing the most effective ways for using 


this new management tool 


W. C. MacFarlane 


® A great deal of our company’s 


market research is done through 
branch office personnel. In addition, 
we have from time to time employed 
outside organizations 

For instance, our recent 


with the Avery Co. of Louisville, Ky 


merger 


gave us a sales outlet into south- 
Minne- 
apolis-Moline had previous% 
rather weak. We decided to 


an outside organization t. 


eastern United States whe: 
been 
employ 
rY ake a 
detailed study of that area to help 
guide us in the location of branch 
distributive houses, and to give an 
indication of capital expenditures 
which could be based on the poten- 


tial of that area 


W. A. Roberts 
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® We feel that market research is just 
as necessary and valuable to a dur- 
able goods manufacturing company 
such as ours as it has proved to be in 
the consumer field. For many years 
we have maintained our own market 
research organization to pre-check 
design features, market dimensions 
and locations, buyer preferences, and 
the various other factors that deter- 
mine the best way to introduce or 
expand the sale of our products 

For example, just this week a spot 
survey made at nominal cost :indi- 
cated the direction we should take 
on a development involving a budget 
of several thousand dollars 


K. W. Lineberry 


® We feel market analysis helps to 
reduce to the minimum the amount 
of guesswork in sales planning and 
production planning. It is important 
to us in formulating sales poli-is 
and in determining sales methods to 
be used 

Market research is done by our 
own personnel. The number of per- 
sons assigned to the work has varicd 
with different projects, but has never 
exceeded four. We think there is an 
advantage to us in having our own 
market research staff working close- 
ly with our sales, production and 
engineering departments, particu- 
larly with respect to product devel- 
opment 

We are primarily a manufacturer 
of tanks, heaters, treaters, separa- 
tors, pressure vessels and automatic 
controls for the oil and gas producing 
industries. We find that our facilities 
and experience in engineering and 
fabricating products for use in the 
oil fields are also of value to other 


industries such as chemical, food 
processing and atomic energy. With 
the combined help of product devel- 
opment and market 
have been able to broaden our prod- 


research, we 


uct line and diversify our business. 

About 20 years ago, we started 
manufacturing foundry flasks, chief- 
ly for the purpose of using up odd 
sizes of steel plate left over from the 
manufacture of products for the oil- 
field. No planned sales effort was 
made, yet apparently because of good 
quality there was a modest growth in 
sales through the years 

Market research undertook a study 
of the type of foundry flask that was 
best suited to the users’ needs and 
analyzed the market potential by 
Since the report was 
completed a year ago, we have con- 


territories 


centrated our sales activity in se- 
lected markets. Our sales have more 
than doubled. Although sales may 
have increased considerably anyway, 
we are very confident that it was an- 
other instance in which sales research 
and market analysis paid off 


John H. Leslie 


€ en 


® We consider market research an 
important source of information for 
management. It permits many de- 
cisions to be made on the basis of 
facts, which otherwise would have to 
be made on the basis of speculation. 

We don’t think market research 
needs to be an expensive activity. 
Because we think it should be a con- 
tinuing process, we prefer to have 
most of it done by specialists on our 
own staff 

The information has been useful to 
us in directing our sales effort to 
profitable markets, in illuminating 
situations where improved methods 
car. reduce distribution costs, and in 
providing a more factual basis for 
sales forecasting 

Perhaps the most promising proj- 
ect upon which our research people 
are working is a listing, by name and 
larger 


address, of well-qualified, 


prospective users of our products. 
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Industry to introduce 


new products in old markets 


® AMERICAN INDUSTRY _ will continue to 
put new products on the market in 
spite of the national defense program 
and the resulting material and labor 
shortages. But in two cases out of 
three, those new products will be to 
the old or regular markets with 
only one out of three venturing into 
new market areas 

Although shortages are not keeping 
industry from going ahead with new 
products, there is a change in indus- 
trial advertising with many com- 
panies turning from hard selling vi 
specific products to service or insti- 
tutional campaigns 

Sales are up, and so are advertis- 
ing appropriations increases that 
ao not come as world-shaking sur- 

to most of us 

These are among answers given by 

p executives of well-known indus- 
trial advertisers and advertising 
agencies taking part in a nationwide 
spot check conducted by rnpustrtial 
to determine how the de- 


fense program is and will affect ad- 


MARKETING 


vertising, selling and marketing plars 


in the relatively near future 


New Products . . Harry Guest, presi- 
dent, Meldrum & Fewsmith, Cleve- 
land agency, reports that some 
clients are introducing new products 
Most of these 


ubstitute 


are products using 
s materials,” he said, “and 
n the main, these new items appea1 
to be just as satisfactory as the old 
onaaitl 

At Philip Carey Mfg. Co., Cin- 
cinnati, Vice-President L. W. Clarke 
said that 


products were added to the com- 


several new industrial 


i 


pany’s line in the past year, and that 


new ones are now in development 

In the Middle West, clients of 
Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee, are also introduc- 
ing new products. George J. Callos, 
executive vice-president, explains 

‘New products which have been in 
the experimental stage for several 
years, and are now ready for intro- 
duction to the trade, are definitely 
being put on the market because 
now, more than ever, the country has 
use for equipment which can in- 
rease production.” 

But in the East, J. M. Hickerson, 
president, Albert Frank-Guenther 
Law, New York agency, reports that 
client sales are on old products al- 
most entirely in established mar- 
kets or to war equipment users 

A. H. Fensholt, president, A. H 
Fensholt Co., 
INDUSTRIAL MARKETING 


Chicago agency told 


“Most industrial manufacturers are 
not too enthusiastic about developing 
new products, although the natural 
momentum of creative activity in 
business tends to produce new items 
from time to time, even in the fac« 
of material shortages.” 

Back on the other side of the fence, 
Durez Plastics & Chemicals, Inc., 
Tonawanda, N. Y 


new developments. “In a chemical or 


continues with 


plastics industry, it has always been 
essential to seek new outlets, to Cce- 
velop new products, to improve ex- 
isting ones,” Vice-President John F 
Snyder said. A new $250,000 b»sic 
research laboratory wiil be com- 
pleted later this year, he added 

In Michigan City, Ind, P. T 
Sprague, president, Hays Corp.. said 
that the company’s long rat.ge pro- 


The weeks ahead will see 
industrial advertisers 
entering the ‘final decision’ 
stage in planning marketing 
programs. ad schedules 
and campaigns. Here's 
what to expect for 


the rest of 1951 and 1952 


gram for developing new products 


would continue. “Long range plan- 


ning for product development is 


necessary because in our industry 


it requires approximately three 
years to bring a product from con- 
ception to introduction,” he ex- 
plained 

Clients of Russell T. Gray, Inc., 
Chicago, continue to develop and 
market new products. M. G. Walther, 
vice-president, said 

“Development of new products and 
new markets is still continuing, and 
wherever possible our clients plan to 
carry on such programs with the 


longer range future in view 

Still another company continuing 
to market new products is Reming- 
ton-Rand, New York. Said Vice- 
President Al N. Seares 

“We are following our constant 
policy of product improvement, and 
introduction of new products which 
can increase the productive efficien- 
cy of the 


manhours or increasing management 


economy by conserving 
efficiency.” 

In Des Plaines, Ill., J. H. Fall, III, 
vice-president and general sales 
manage! Electric Mfg 
Co., reported, “We have found it 
possible to introduce a few new 


Benjamin 


products, but because of the great 
demand made on our engineering 
department for work on _ special 
items for the Navy, we are not able 
to introduce as many new products 
for our standard trade as we would 


like.” 


Customary markets . . Most of the 
companies reporting to INDUSTRIAL 
MARKETING are not venturing too far 
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Marine 
Market 
FACTS 


Shipbuilding has trebled 
in past 12 months. 


Big activity in cargo ships, 
tankers, and bulk carriers. 


Reactivations account for 
large slice of marine 
spending. 


Naval construction and 

conversion program calls 

nearly $2.4 billion expen 
diture. 


Shipyard employment up 
60% ; 40,000 additional 
workers needed for new 
construction, not counting 
repairs, etc. 


Marine industry a big user 
of hundreds of products 
and tools, 








EYE-OPENER 

for advertisers .. . 

235% rise in 

commercial shipbuilding— 
a MARKET you 

can’t overlook for ‘52! 


It is now time to plan next year's selling. That means re- 

evaluation of potential markets, for tremendous changes 
have occurred. A significant one has been in the marine industry. On 
August |, commercial shipbuilding on order amounted to nearly two 
million deadweight tons, and that mark will soon be exceeded. 
Naval and defense ship construction, repairs, conversions, and re-acti- 
vations come to more billions of dollars, while commercial ship repairs 
and regular operational maintenance will necessarily reach high levels. 


Today the marine industry is really worth promoting; it will handsomely 
reward those advertisers who are alert to its needs and go after business 
the right way, backed with regular advertising in Marine Engineering 
and Shipping Review. 

For Marine Engineering 

is the industry leader, with 

more paid circulation, full 

coverage of important ship 

operators and marine engi- 

neers, and more circulation 

among influential sea-going 

chief engineers. Send for 

latest report, “The Ship 

building Industry and How 

to Reach It," together with 

details about helpful serv- 

ices to advertisers. 


MARINE ENGINEERING 
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Mechanical Tubing 
Turned & Ground Steel Shafting 


Bronze Bearing 


Molded Phenolic Case 
Extruded Rubber Gasket 


Stomped i = 
/ Brass Letters ep 

i a 

/ Die Casting a8 


Horsehair = : 
Brush . A Molded 


Polyethylene 
Carbon Steel 


ns Rien eaten Wire Spring Phosphor Bronze 
Vacuum Cleaners Spring 
Watches and Clocks Corbon Parts 
Pumge ead Conprenene Special Stee! Stamping 
Optical tastrements Anti-Friction Bearings 
Power Tools 
Sewing Machines 
Control Instruments 
Electric Appliances 
Electronic Equipment 
and thousands of others 


Screw Machine Product 


\ 


Things happen when they see it in 


MACHINE DESICH 








Control! 


On the job in Engineering depart-’ 


ments of plants which account for 
95% of the $30 Billion annual pro- 
duction of appliances, equipment 


and machines. 
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Sales managers combat 


the high cost per sales call 


By William A. Marsteller 


® THE HIGH cost of selling, like the 
high cost of everything else, !.as be- 
come painful enough to warrant put- 
ting it under the microscope to de- 
tect a growth that can be cut with- 
out harm to the company 

Many companies that are taking 
a timely fling at this kind of analysis 
are using the technique of develop- 
ing data on “cost per sales call.” To 
spell out this technique and others 
used by such companies, we survey- 
ed a group of leading sales manag- 
Their 


ideas and suggestions, which result 


ers throughout the country 


from actual experience, can guide 


other their studies 


First let's see what these industrial 


companies in 


sales executives said in answer to 
this question: 

What are you doing to keep down 
the cost per sales call? 

George W. Blackwood, 
manager, Dewey & Almy 
Chemical Co., Cambridge, Mass 
said that his company has fought the 


general 


sales 


cost per sales call problem from sev- 
eral angles 
We have found that by 


salesmen and covering territories on 


adding 
an organized basis, we have been 
able to cut the cost per call,” he ob- 
served 

In addition, he said, the company 
is investigating and trying to deter- 
mine methods of eliminating margi- 
nal accounts. Although the company 
has not yet elirainated any so-called 
fringe accounts or prospects, Mr 
Blackwood is convinced that this is 
an area of sales planning that de- 
mands careful analysis 

At Lane-Wells Co 
Edward E. Beauchamp, J: 


Los Angeles 


adver- 


tising engineer, reported that man- 
agement has begun a study of “our 
sales organization and our sales ef- 
forts in the light of such things as 
territory costs, entertainment ex- 
penses, marginal accounts, and trav- 
eling methods and costs.” 

Peter A. Frasse & Co., New York, 
believes that sales cost reduction is 
a continuous job. Bernard Dolan, 
manager of sales, summed it up sim- 
ply: “Trying to cut sales cost is a 
job that is never finished.” 

Mr. Dolan said that during the 
past year the company has done 
three things that have helped to con- 
trol the cost per sales call: 

1. “We 


salesmen, i. e., 


employing 
lower cost 


have started 
junior 
salesmen to follow up sales leads 
and over-the-transom inquiries, and 
to do the general door bell ringing. 
We feel that experienced, well-paid 
salesmen are too expensive these 
days to employ in this facet of the 
sales job. Under this plan, our ex- 
perienced men will develop new ac- 
counts only after they have been 
screened for potential by a junior 
man 

2. “We have recently installed a 
somewhat complicated but thorough 
office analysis of entertainment ex- 
pense which provides us with a rec- 
ord of the cost and type of entertain- 
ment used for each indivduai in each 
of our ‘Letter potential’ accounts 
This not only enables us to keep 
track and better control of our ex- 
penditures, but enables us to direct 
our expenditures where they will 
do the most good 

3. “The most major job we have 
accomplished in the past year was to 


One company is using only 
junior, or low cost. salesmen 
to follow sales leads and 
do general doorbell ringing. 
saving ace salesmen for 
high potential accounts. 
Another step was to classify 
every account by sales 
potential to better apportion 


salesmen’'s time. 


classify every assigned account by 
sales potential. It has enabled us to 
apportion our salesmen’s expensive 
time to where the business is. In 
other words, our salesmen’s call fre- 
quency is governed by the account’s 
potential.” 

Robert D. Black, vice-president, 
Black & Decker Mfg. Co., Towson, 
Md., has a simple, but emphatic an- 
swer to keeping cost per sales call 
down 

“There is only one way to keep the 
cost per sale call down and that is to 
do a good management job,” he said. 
“We have always approached our ob- 
jective in this regard through decen- 
tralization of sales management. In 
our sales set-up the branch manager 
in the territory has complete authori- 
ty on all matters pertaining to com- 
pany business and is very directly re- 
sponsible for the detail operations of 
all salesmen in his territory. 

“Through this method of very close 
and on-the-spot supervision, we be- 
lieve we obtain the greatest value 
If each 
salesman’s directed 
from a central national office, we feel 
that tremendous inefficiencies result 
regardless of reporting systems and 
any other check-up that may be 
initiated. In our estimation, there is 
no substitute for localized manage- 
ment where complete responsibility 


from each salesman’s call 
activities are 


is given.” 

Dewey & Almy’s territory analysis 
and re-routing of salesmen, Peter A 
Frasse’s use of junior salesmen and 
entertainment and sales potential 
analysis and Black & Decker’s decen- 
tralization of sales management are 
only a few of many methods of 








Le ee eee 





Engineer Without Portfolio 


When Mr. Beaver feels the urge to build, he just goes ahead . . . 
without assignment Engineering and construction firms, on the other 
hand, must get the order before they start. And, leaders in the field 


rely heavily on the use of Business Week to sell their services. 


REASON: Business Week is read by a highly concentrated audience 
of Management-men executives who make or influence buying 
decisions for their firms. They have a voice in deciding who gets the 


building contract. 


RESULT: Advertising dollars invested by engineering and construc- 
tion firms in the pages of Business Week work harder, produce more. 


This explains why Business Week regularly carries the advertising of 


many of today’s leading engineering firms. These advertisers know 


that 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


WEST 42ND STREET. NEW YORK 18. N.Y 


These Leading Engineering and 
Construction Firms Advertise in 
Business Week to Help Them Locate 
New, Profitable Markets 


Badger, E. B., and Son 
Bechtel Corporation 
Blaw-Knox Company 

Brown and Root, Incorporated 
Ebasco Services, Inc 
Fruin-Colnon Contracting Co. 
Fry, George S., and Associates 
Gemar Associates 

Girdler Corporation, The 
Motor City Associates, Inc 
Stone and Webster Engineering Corporation 


Turner Construction Company 


A McGRAW-HILL PUBLICATION 





Sales managers combat 


the high cost per sales call 


By William A. Marsteller 


® THE HIGH cost of selling, like the 
high cost of everything else, has be- 
come painful enough to warrant put- 
ting it under the microscope to de- 
tect a growth that can be cut with- 
out harm to the company 

Many companies that are taking 
a timely fling at this kind of analysis 
are using the technique of develop- 
ing data on “cost per sales call.” To 
spell out this technique and others 
used by such companies, we survey- 
ed a group of leading sales manag- 
Their 


ideas and suggestions, which result 


ers throughout the country 


from actual experience, can guide 
other their 


First let's see what these industrial 


companies in studies 
sales executives said in answer to 
this question: 

What are you doing to keep down 
the cost per sales call? 

George W. Blackwood, 
sales manager, Dewey & Almy 
Chemical Co., Cambridge, Mass.., 
said that his company has fought the 


general 


cost per sales call problem from sev- 
eral angles 
“We have found that by 


salesmen and covering territories on 


adding 


an organized basis, we have been 
able to cut the cost per call,” he ob- 
served 

In addition, he said, the company 
is investigating and trying to deter- 
mine methods of eliminating margi- 
nal accounts. Although the company 
has not yet eliminated any so-called 
fringe accounts or prospects, Mr 
Blackwood is convinced that this is 
an area of sales planning that de- 
mands careful analysis 

At Lane-Wells Co., 
Edward E. Beauchamp, Jr., 


Los Angeles, 


adver- 


tising engineer, reported that man- 
agement has begun a study of “our 
sales organization and our sales ef- 
forts in the light of such things as 
territory costs, entertainment ex- 
penses, marginal accounts, and trav- 
eling methods and costs.” 

Peter A. Frasse & Co., New York, 
believes that sales cost reduction is 
a continuous job. Bernard Dolan, 
manager of sales, summed it up sim- 
ply: “Trying to cut sales cost is a 
job that is never finished.” 

Mr. Dolan said that during the 
past year the company has done 
three things that have helped to con- 
trol the cost per sales call: 

1. “We have started 


salesmen, i. e., 


employing 
junior lower cost 
salesmen to follow up sales leads 
and over-the-transom inquiries, and 
to do the general door bell ringing 
We feel that experienced, well-paid 
salesmen are too expensive these 
days to employ in this facet of the 
sales job. Under this plan, our ex- 
perienced men will develop new ac- 
counts only after they have been 
screened for potential by a junior 
man. 

2. “We have recently installed a 
somewhat complicated but thorough 
office analysis of entertainment ex- 
pense which provides us with a rec- 
ord of the cost and type of entertain- 
ment used for each indivdual in each 
of our ‘better potential’ accounts 
This not only enables us to keep 
track and better control of our ex- 
penditures, but enables us to direct 
our expenditures where they will 
do the most good. 

3. “The most major job we have 
accomplished in the past year was to 


One company is using only 
junior. or low cost, salesmen 
to follow sales leads and 
do general doorbell ringing. 
saving ace sclesmen for 
high potential accounts. 
Another step was to classify 
every account by sales 
potential to better apportion 


salesmen’s time. 


classify every assigned account by 
sales potential. It has enabled us to 
apportion our salesmen’s expensive 
time to where the business is. In 
other words, our salesmen’s call fre- 
quency is governed by the account’s 
potential.” 

Robert D. Black, vice-president, 
Black & Decker Mfg. Co., Towson, 
Md., has a simple, but emphatic an- 
swer to keeping cost per sales call 
down 

“There is only one way to keep the 
cost per sale call down and that is to 
do a good management job,” he said. 
“We have always approached our ob- 
jective in this regard through decen- 
tralization of sales management. In 
our sales set-up the branch manager 
in the territory has complete authori- 
ty on all matters pertaining to com- 
pany business and is very directly re- 
sponsible for the detail operations of 
all salesmen in his territory. 

“Through this method of very close 
and on-the-spot supervision, we be- 
lieve we obtain the greatest value 
from each salesman’s call. If each 
salesman’s directed 
from a central national office, we feel 
that tremendous inefficiencies result 
regardless of reporting systems and 
any other check-up that may be 
initiated. In our estimation, there is 
no substitute for localized manage- 
ment where complete responsibility 


activities are 


is given.” 

Dewey & Almy’s territory analysis 
and re-routing of salesmen, Peter A 
Frasse’s use of junior salesmen and 
entertainment and sales potential 
analysis and Black & Decker’s decen- 
tralization of sales management are 
only a few of many methods of 
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Engineer Without Portfolio 


When Mr. Beaver feels the urge to build, he just goes ahead . . . 
without assignment. Engineering and construction firms, on the other 
hand, must get the order before they start. And, leaders in the field 


rely heavily on the use of Business Week to sell their services. 


REASON: Business Week is read by a highly concentrated audience 
of Management-men executives who make or influence buying 
decisions for their firms. They have a voice in deciding who gets the 


building contract. 


RESULT: Advertising dollars invested by engineering and construc 
tion firms in the pages of Business Week work harder, produce more. 


This explains why Business Week regularly carries the advertising of 


many of today’s leading engineering firms. These advertisers know 


that 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET. NEW YORK 18. N.Y 


These Leading Engineering and 
Construction Firms Advertise in 
Business Week to Help Them Locate 
New, Profitable Markets 


Badger, E. B., and Son 
Bechtel Corporation 
Blaw-Knox Company 

Brown and Root, Incorporated 
Ebasco Services, Inc 
Fruin-Colnon Contracting Co 
Fry, George S., and Associates 
Gemar Associates 

Girdler Corporation, The 
Motor City Associates, Inc 
Stone and Webster Engineering Corporation 


Turner Construction Company 


A McGRAW-HILL PUBLICATION 





—wemmmms «SCC THERE'S A TYPE FACE FOR EVERYBODY —ae— 


LY D IA N « the Personality type 


Lydian can grace the writer's figures of speech as effec- 


N OF A SERIES 
a TF Lydian, Ita B 
G i 


aram 


tively as an alluring face sets off the feminine hgure. 
With all its ancient and architectural background, the 
simplicity of Lydian sull finds countless applications in 
fine printing. Its individuality 2nd expressiveness en- 
hance both the message and its subject. Off the shelves 
of your ATF Branch you can get Lydian, Lydian Bold, 
Bold Condensed, their italics, and Lydian Cursive. Write 


this address for new specimen folder. There's a type face 


for everybody, and Lydian is for you. Print foundry type! 


Branches in Principal Cities ae AM ERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 





Four reasons for keeping 


your sales force at top strength 


By Willard M. Fox 


® TEMPTED TO CUT your sales force? 
Some salesmen 


called for military duty are not re- 


companies are 
placed . . recruiting of new salesmen 
is stopped . . sales training activities 
are suspended . . many salesmen are 
transferred to non-selling work. 
Their 
plants are 
ahead. Why spend money getting or- 


reasons? “Because our 


oversold for months 
ders we can’t fill?” 

But many other companies have 
good reasons for maintaining sales 
forces at top strength 

They are recruiting and training 
men, even though they are sure that 
many will be lost to the services. 
They are willing to gamble that 
many of these men will survive and 
return to them. They are pushing 
ahead in their selling activities, their 
advertising and sales promotion, 
and their market research, 
though they are beset by produc- 
tion and delivery difficulties. 

They are unquestionably creating 
some avoidable difficulties that will 
plague them, such as broken or ex- 
tremely long delivery promises 
with attendant resentments. Their 
salesmen will obtain orders that 
must be refused for lack of materi- 
als or machine capacity. These are 
calculated risks they take. 

They are also spending money 
that will not produce much volume 
or profit they would not get anyhow 
in a sellers’ market. Yet, it seems to 
me they are much wiser and much 


even 


more astute than the organizations 
which are following the seemingly 
more conservative course. 

They assert by acts their belief in 


free markets and free choices; their 
confidence in our eventual return to 
a free choice, free market economy; 
and their willingness to prepare now 
for the future. Though such compa- 
nies will unquestionably conform to 
whatever direct controls may be im- 
posed, and channel their production 
as directed by ratings and alloca- 
tions, they do not expect free mar- 
kets and free choices to vanish for- 
ever. 

Despite the worldwide drift to- 
ward statism, centralization, plan- 
ning, socialism, or whatever you 
prefer to call intervention of govern- 
ment into the activities of business 
firms and their customers, I believe 
their optimism will eventually be 
justified by events. 

Competition among vendors and 
customers is suspended partially by 
direct controls, but the thought 
patterns of buyers and sellers are 
not. The disposition of people to 
buy from those who give them good 
values and good treatment will per- 
sist. People will continue to re- 
sent indifference and high-handed 
tactics. Temporarily they will en- 
dure what they cannot cure; but 
when they get the chance again to 
exercise free choice in the market- 
place they will settle their score. 
For these reasons I believe that the 
judgment of those firms which are 
maintaining and attempting to in- 
crease and strengthen their sales 
manpower will be vindicated. 

True, even the strongest and most 
aggressive and alert salesmen can- 
not deliver goods that are not pro- 
duced, nor can they alter a situation 


in which money has partially lost its 
power to command goods and serv- 
ices. Neither can they change cen- 
tral banking policy to cut down the 
number of dollars that are compet- 
ing for available goods. Nobody ex- 
pects them to be able to do such 
things. 

That does not mean that salesmen 
have temporarily lost their useful- 
ness and that they can be dispensed 
with because they cannot go out to 
solicit additional volume. Rather, 
the very shortages of goods compar- 
ed to spendable dollars increases the 
importance of adequate sales man- 
power. 

Now we have the opportunity to 
correct past mistakes . . and to 
strengthen many facets of our mar- 
keting operation. To prepare for the 
buyers’ market, which will one day 
return, we can take the following 


steps: 


Shift territories . . We can relocate 
salesmen in some cases and we can 
assign manpower to coincide more 
closely to probable future market 
patterns. We can take advantage of 
relaxation of efforts by some com- 
panies to increase our salesman 
prospect ratio, that is, to cut the size 
of territories and to intensify our ef- 
forts when competition slackens its 


own. 


Re-train salesmen . . We can take 
time to examine our experience pat- 
terns statistically, salesman by sales- 
man, and to re-train them to con- 
serve their good habits and to cor- 
rect their weaknesses. We can spend 
more time teaching self-manage- 
ment techniques such as the control 
of time and the appraisal of oppor- 
tunity in terms of justifiable effort. 

We can cross-train salesmen in 
each other’s methods, not to make 
all men sell alike but to give them 
opportunity to become more versa- 
tile and more competent in dealing 
with varied situations. Many sales- 
men can “borrow” and rework ideas 
of other salesmen with much bene- 
fit to their own effectiveness, though 
the borrowings will be transmuted 
into forms that are superficially very 
different from those of their origi- 


nators. 


Drop unprofitable customers . . 
With a restricted supply of products 


continued on page 142 
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Which 
and Process Industries 


Are Built! 


A mighty structure—the chemical and process industries! 
The Number One industrial group in America today! It is now more than twice as 
large as it was ten years ago and is headed for new records. 


Responsible for every new process and operation, every new plant, and every plant 
expansion are the chemists and engineers in production, design, research and 
development. 

The entire structure of the industries rests on their abilities to conceive, create and operate 
—and to specify and buy the best equipment and material for a particular job. 


No one group alone c~~ries the load. 
Buying and specifying are team efforts, just as are the other functions in the chemical 
and process industries. Here again it is the 7-man team of officials, works executives, 
supervisors, engineers, research directors, chemists and consultants. 


The common foundation upon which all these chemists and engineers depend is work- 
material—the fundamental technical information that is the basis of the growth and 
operation of the industry. 


INDUSTRIAL AND ENGINEERING CHEMISTRY alone has the quantity and quality of 
editorial workmaterial essential to all four key functions: production, design, research 
and development. 


INDUSTRY UGINFERIN 


The Workmagazine of the Chemical and Process Industries 








An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 
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How to organize 


By Howard G. Sawyer 


® IF YOU RE going to advertise, you 


make an ad. That's selling 


When a 


ad and is ready to do business, that’s 


prospect has seen your 
buying 
tool to 


A catalog is not 


A catalog is the seller's 
help the buyer buy 
a form of advertising 

This may be just an exercise in 
semantics. The terms are vague and 
have different meanings to different 
people. I have heard people say that 
product information in an ad is not 
advertising it is “catalog materi- 
| 


al.” To them, “advertise” apparently 


denotes exhort, persuade, entice 


threaten, scare, and beguile, ingrati- 
ate and impress 
But the purpose of the catalog is 
yne of these. Its job is solely to give 
buying information 
One may argue that when making 


a buying decision, it is useful to 
know that a company has existed 100 
years, or that its product is highly 
regarded in certain places and that 
a person indifferent to the product's 
virtues is doing himself an injustice 
The point is that other media exist 
for the 


information 


purpose of communicating 
such The catalog’s job 
s to help the user find what he wants 


after he has decided to buy 


Catalog Requisites . . In a booklet 


intended to help prepare more 
usable catalogs, the publishers of 
Composite Catalog of Oil Field & 
Pipe Line Equipment, Gulf Publish- 
ing Co., Houston, recommended the 


following information be included 


The publisher states that “points 
mentioned and illustrated are those 
mentioned by oil 


most frequently 


men as basic information they look 


ay ene 


your catalogs 


for when they are studying, speci- 
fying and ordering equipment, ma- 
terials and services.” The points are, 
in most part, pertinent to other prod- 
ucts and other markets 


Operational Data . . Give details 
on the and operation 


of the equipment that will help the 


construction 


the greatest value 
This is par- 
operators in 
tabular 


operator to get 
and efficiency from it 
ticularly valuable to 
isolated locations. Data in 


form, where possible, is good 


Recommended Applications . . 
Where your equipment is adaptable 
for more than one usage it is well to 
include data on recommended appli- 
cations. Such information can help 
to avoid disappointing results from 
using the equipment on applications 
for which it is not designed; is help- 
ful to the oil operators and can result 
in greater usage and additional or- 


ders for you 


Highlight the New . . If the equip- 
ment is new or recently improved 
it should be so designated. If it is a 
product that has proved successful 
on a application, this point 
should also be emphasized with de- 
tails that will help other operators 


with such a problem in other areas 


new 


Tell Why . . Don't expect results 
simply on general statements as to 
the product or quality of manufac- 
ture. Tell the buyer why Give de- 
tails as to materials, metallurgy, and 


the like 


Adequate Illustrations . . Be sure 


illustrations are adequate. Not just 


For many advertising men. 

to advertise is to exhort. 
persuade. beguile. ingratiate. 
scare, entice. threaten. 

or impress. But the objective 
of the catalog is none of these. 
Here's what it is . . and 


some ways for getting to it. 


photographs nor complicated engi- 
neering drawings. Cross-sectional or 
cut-away views are particularly 
good. Outline sketches 
are as desirable as more expensive 
As to size of illustrations, 


frequently 


drawings 
use no larger than necessary to pre- 
sent desired details. Keep it simple 
Do not clutter up your illustrations 


with unnecessary art 


Maintenance Data . . Maintenance 
for greatest efficiency is an impor- 
tant consideration on many types of 
equipment. Give details. If service 
facilities are maintained other than 
location 


at the factory, give name, 


and telephone number 


Replacement Parts . . Show re- 
placement parts with complete iden- 
tification and parts numbers. Illus- 
tabular form 
are easy to use and save space. In- 


trations with data in 


terchangeable parts information is 


valuable . . in some cases even the 
determining factor in a purchase 
Oil industry 


spread, frequently isolated, and ade- 


operations are wide- 


quate parts information saves time 


and means to oil men and 


manufacturers alike 


money 


List Prices . . Each succeeding edi- 
tion an increasing number of manu- 
facturers include prices on their 
products in Composite Catalog. They 
have found it pays to do so. Prices . . 
even list prices that may be subject 
to discount . . are of value to oil op- 
erators not only in ordering but in 
approximating and planning opera- 
tional budgets. If an additional 
charge is made for export crating, it 


should be shown. 
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AUTOMOTIVE 
IND U ES 


Chor 


comton . News of automotive and aviation manufacturing 
om .. . America’s largest industrial market 
® from AUTOMOTIVE INDUSTRIES, Chestnut and S6th Sts., Philadelphia 39, Pa. 








MILITARY ORDERS for trucks and parts continue to come into the automotive indus-— 
tries. Hercules Motors Corp. has been awarded an order for 3266 engines with 
accessories in the amount of $1.6 million. Willys—Overland has added two contracts 
totaling $1.456 million for 555 one-quarter ton trucks and 1773 hard top truck cabs. 
White also has received two additional orders, calling for 3500 radiator assemblies 
and nearly 75,000 automotive spare parts. 


THE AMERICAN BRAKE SHOE CO. has entered into a contract with Wright Aeronautical 
Corp., Div. of Curtiss-Wright Corp., to manufacture parts for the Air Force J-65 
Sapphire jet engine. The Brake Shoe Company will build a new foundry at Medina, 

N. Y., to produce the parts for Wright and other manufacturers of the Sapphire engine. 


THE 50 LEADING prime defense manufacturers account for 65% of the total value of 
all prime defense contracts awarded up to June 1, 1951. Of these 50 companies, 48 
are in the automotive and aviation manufacturing field and are penetrated deeply by 
AUTOMOTIVE INDUSTRIES magazine. Advertisers are provided with 6314 PROVED readers 
in these 48 leading defense manufacturers. 


THE BELL AIRCRAFT CORP. reported a $45 million increase in unfilled orders for the 
firm and its subsidiaries over the last year. The corporation said the backlog of 
orders now stands at $270 million. 


EATON MANUFACTURING CO. has allocated $2 million for machine tools and $100,000 
for materials handling equipment out of the $4.5 million it appropriated during the 
first haif of this year for its expansion progran. 


BOTH MANUFACTURERS AND DEALERS have wheeled up their heavy artillery to lambaste a 
proposed 3 per cent increase in Federal excise on cars, trucks, busses, and replace- 
ment parts. Before the Senate Finance Committee, A. E. Barit, president of Hudson 
and chairman of the AMA Taxation Committee, said the increase is unfair and would 
further widen the present tax discrimination against automotive purchasers. 


SUCCESSFUL TEST RUNS of the first pilot model of the Navy and Marine Corps newest 
LVT, Landing Vehicle Tracked, built by the Ingersoll Products Div., Borg-Warner 
Corp., were announced. Completely new in design and much larger than the famous 
Beachbuster of World War II, the Ingersoll test model was completed just seven 
months from the start of the design program. Mass production will start after 
further tests. 


AUTOMOTIVE AND AVIATION MANUFACTURING is the Nation's No. 1 industrial field . 
producing billions of dollars worth of products for defense and for civilian use. 
The No. 1 medium for penetrating this rich market is AUTOMOTIVE INDUSTRIES, offering 
over 21,400 PROVED readers in 3124 automotive plants producing cars, trucks, busses, 
planes, engines, tanks, component parts, accessories, tractors, road and farm 
machinery; their materials and production equipment. 


BUICK HAS STARTED PRODUCTION of tank transmissions, four months ahead of the 
scheduled starting date. The company has about 1.2 million sq. ft. of floor space 
currently devoted to defense work and plans to increase that amount to 4 million 
sq. ft. within the next year. 


KAISER METAL PRODUCTS, INC., Bristol, Pa., will engineer, tool and manufacture 
wings for the twin-jet Canberra night intruder bomber to be built in substantial 
quantities by The Glenn L. Martin Co. for the U. S. Air Force. The Martin Co. 
revealed that $52 million worth of business would go to subcontractors this year, 
ef which there are over 3000. This amount is in addition to the Kaiser contract. 


THERE ARE over 9700 PROVED readers of AUTOMOTIVE INDUSTRIES in plants manufac-— 
turing complete aircraft, aircraft engines, aviation parts, accessories, equipment, 
materials, supplies, and in automotive plants with aviation contracts. A.I. is the 
advertising buy for covering aviation manufacturing. 








Cede Names .. Operators abroad 


particularly, have suggested that 


where practical, equipment and 
parts be given code names as this 
will facilitate 


quick ordering by 


cable. Such information in tabular 
form ordinarily does not involve any 


extra space 


Weights and Dimensions .. Weight 
of equipment is an important con- 
sideration in figuring foundations. 
transportation and handling prob- 
lems. Crated weights are particular- 
ly important on export shipments 
and operators abroad have repeated- 
ly emphasized this point. Tables of 
weights of the equipment by all 


means should be included 


How Distributed . . In addition to 
home office address, including cable 
address, your data in Composite 


Catalog should include addresses 
and day and night telephone num- 
bers of branches and sales represen- 
tatives and supply store connections 


Make the 


make it easy for oil men to do busi- 


information complete to 


ness with you quickly 
Catalog P50 of 
ator & Standard 


Pittsburgh, is such a 


Radi- 
Corp 


spectacular 


American 


Sanitary 


catalog achievement that it is worth 


detailed study, with much to be 
earned. It covers American-Stand- 
ard plumbing fixtures 

The catalog is plastic-bound in a 
9x11"4 


The primary col- 


stiff cover. Over-all size 
S'ex1l 


or is light peach overlaid with a ver- 


page size 
tical orang pane ] containing a 
ave motif, which is maintained 
suughout the book and a horizon 
il black panel carrying in reverse 
he catalog identification 
Index Page «+ The book opens to an 
ndex on heavy card. The page is 
gray except for a vertical panel of 
white on which are eight gray or 
black circles. Each circle except the 
first is numbered and all the num- 
bered ones are solid black « xcept for 
the seventh. This inconsistency has 
“a reason 
Next to each circle is the title of 
the catalog section to which it refers 
There are six main sections: baths 


lavatories, water closets, urinals 
kitchen and laundry sinks, and last 
drinking fountains 


The seventh section (gray circle) 


handles plumbing fittings, which are 
more or less common to all sections 
and are referred to in each. Thus, the 
fittings section is given an individual 
and minor degree of emphasis 

The top circle is not numbered 
This refers to the color grouping sec- 
tion, preceding the product sections 
Note 


visually and psychologically 


in the cut how this section is 
sepa- 
rated from the others 

The color grouping section is in- 
troduced by a page showing the 
seven fixture colors in the same 
circle shape. On the next seven 
pages, various fixtures are grouped 
in colored bathroom and powder 
room assemblies. To aid in selecting 
room color combinations, the fixture 
color is repeated in a block at the 
upper outer corner of each page. The 
other colors in which the same fix- 
tures can be furnished are shown at 


the bottom of the page 


Products . . Each product section is 
introduced by a section marker of 
the same type of heavy stock used 
for the index. The only information 
on the marker is the number and 
title of the section 

Immediately following the marke: 
is the index page for that section, on 
regular stock. The pattern of the in- 
dex is: section title in upper right 
then a listing of three types of baths 
with two sketches of modifications of 
each type. Key letters in lower cast 
represent each type 

You'll see, in the cut, a fourth sub- 
division. This gets minor treatment 


because it deals, not with another 


. 
| 


' 
al 


ICK eda r od € 


t 


main “baths” 


but with an adjustable support and 


classification under 


adhesive powder used in _ installa- 
tion. Because this is of minor im- 
portance, it gets minor treatment 
typographically 

Let's study an information unit 
a spread on the Master Pembroke 
model. This is the second of two 
modifications of the built-in apron 
type ‘a’ in the index. The first is 
square, “Neo-Angle” shown on the 
first unit, and represented by “a,” 
the Master Pembroke is oblong, and 
he 

The reference point in the upper 
right corner is l/a “1” for the 
bath section, “a” for built-in apron, 
Pembroke 
And next to symbols is the title 
“Built-in Apron Type.” 

On the left-hand page are shown 


2” for oblong Master 


the two styles in which the oblong 
Master Pembroke is furnished, for 
a recess and for a corner. Dimensions 
are shown on the pictures, with 
choice of three lengths indicated 
Also a list of features bracketed 
so as to apply to both types. Note 
that the features are spotted with 


black 


from the shower rod data below 


squares to distinguish them 


The right-hand page is a prodigy 
of organization 

There are seven combinations of 
bath and shower fittings availabl« 
with each bath, and the information 
is arranged accordingly into seven 
horizontal columns. At the left of 
each column in black reverse is the 
designation of the combination: next 
to it is a diagram showing what the 


page it 





The Man Who Hates “‘Desk Jockeys” 


pening, they can best be of service to refining men 


Unlike those of us who, of necessity, are swivel-chair 
pilots, Virgil Guthrie has a modus operandi that 
makes it mandatory for him to be on the move. 
“Guth”, editor of Petroleum Processing and a 
veteran of 35 years in reporting refining activities, 
found out long ago that the way to ferret out 
accurate technical and marketing information in 
the petroleum refining industry is to be “on the 
spot”. And. like Guthrie, Petroleum Processing’s 
entire staff, the largest and most experienced edi- 
torial staff exclusively devoted to the specialized 
interests of oil refining, believes that by being 


present where the things they write about are hap- 


every where. 

Phat’s why refining men accept Petroleum Process- 
ing as their source of accurate information on tech- 
nical developments in the industry and for complete 
and expert analyses of market trends. That's why 
these men, key buying factors 
in this market, will read your 
message . . . if it’s printed in 
the pages of Petroleum Process- 
ing, the publication that’s edit- 
ed by experts, for experts in 


the refinery industry. 


THE BEST-READ REFINERY PUBLICATION 
REACHING THE MOST REFINERY READERS 


A Piatt Petroleum Publication 


Headquarters, 1213 W. Third St., Cleveland 13, Ohio . . . Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 








WITH CONSTRUCTION MEN... 


In 1940 a group of manufacturers of construction 
equipment made their own survey of publication 
readership — in a single state. Purpose was to deter- 
mine what publications construction men read — 
and prefer. In that one-state survey, the A.C.P. 
Regional Construction Publication topped the en- 
tire field — both national and other sectional or 
regional papers. 

In 1950 another survey was completed. It was the 
most complete survey of its kind ever conducted of 
the construction market. 58,560 questionnaires were 
sent to the readers of A.C.P. regionals — the most 
complete list of names in the industry. No publica- 
tions were listed! Readers were compelled to write 


in publication names! Survey was conducted by an 
outside agency — tabulated by modern machine 
methods. 


IN EVERY CASE, EACH OF THE 12 A.C.P. RE- 
GIONAL CONSTRUCTION PUBLICATIONS 
RECEIVED MORE VOTES AS THE PREFERRED 
MAGAZINE IN THE CONSTRUCTION 
MARKET! 


If A.C.P. Regional Construction Publications are 
FIRST WITH CONSTRUCTION MEN ... why 
shouldn’t these 12 leaders be FIRST on your ad- 
schedule to reach the multi-billion dollar construc- 
tion market? It’s your best buy for ’52 budgets! 





IN A SURVEY OF 55,560 READERS... 
HERE’S HOW THEY ANSWERED... 


Qa. WHAT CONSTRUCTION PUBLICATIONS DO YOU READ 
REGULARLY? 


A. 8 out of 10 readers listed their A.C.P. Regional Publication. A.C.P. Regionals 


were listed 4 times more than any other publication, including nationals. 
a. WHICH CONSTRUCTION PUBLICATION DO YOU PREFER? 


A. 7 out of 10 readers wrote in one name only — the name of their A.C.P. Re- 
gional Construction Publication — a 3 to 1 preference over the next nearest 
magazine. 


2. WHAT TYPES OF ARTICLES ARE MOST HELPFUL TO YOU? 


A. Top listing went to “LOCAL BID AND AWARD INFORMATION” as the 
“most helpful” type of article. A.C.P. Regionals carry more pages of Bid and 
Award data for each geographic section of the country than any other single 
or group of publications. And there’s reason of preference — why A.C.P. 
Regionals are first with Construction Men! 


BELOW are shown the front page formats, with publication 


SEND FOR FREE names and addresses listed, of the 12 Associated Construc- 


tion Publications. These publications have banded together 
SURVEY REPORT to establish the highest standards in the Regional publica- 
tion field, to eliminate overlapping circulation and to serve 
A copy of this 24 page booklet will be readers with LOCAL news within the territory of each pub- 
sent to anyone writing request on lication. These are .he 12 publications that are FIRST with 
company letterhead. It contains full construction men! For facts on one or all 12—write to 
facts on survey methods, scope of G. L. ANDERSON, Secretary 
survey, and tabulation of results. 599 i. mad A 
It’s MUST reading for ad-men! 1022 Lumber Exchange Building 
. Minneapolis, Minnesota 
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CONSTRUCTION BULLETIN CONSTRUCTION DIGEST CONSTRUCTIONEER CONSTRUCTION NEWS DIXIE CONTRACTOR MICHIGAN CONTRACTOR & 
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MID-WEST CONTRACTOR MISSISSIPPI VALLEY NEW ENGLAND SOUTHWEST BUILDER & TEXAS CONTRACTOR WESTERN BUILDER 
CONTRACTOR CONSTRUCTION CONTRACTOR Guten, Sane Milwaukee, Wisconsin 


Kansas City, Missouri 
St. Louis, Missouri Boston, Massachusetts Los Angeles, California 


SSOCIATED ONSTRUCTION UBLICATIONS 
A Group of 12 Construction Publications 





Market research now 


.. with nothing to sell? 


C. W. Garber. Jr. 


@ IN THE PAST YEAR or so we have 
hanged from a buyer's market to a 
seller's market and again to a semi- 
military economy but industry's 
marketing problems are the 
Behind the 


certainty that the 


basi 
same confusion is the 
economy will 
change again, back through its origi- 
nal pattern. “When” and “how” are 
the real uncertainties to face 
All manufacturers are still faced 
with the same basic marketing prob 
ems: getting a fair share of the mar- 
Ket. Keeping an eye on competition 
and trends in the industry, and re 
ducing the cost of distribution 
Regardless of your present or fu 
ture production, you need facts to 
ne Ip you facts on the state of you! 
industry and on the state of your 
distribution system even if there's 
nothing going through that system 
Facts are the raw material of plan- 
ning and cost-cutting. The way to 
get your facts in distribution is by 


ising market research 


Get facts . . What data do you need 
now? If you are dropping one o1 
re lines, or all normal lines of 
productior for military program 
you need right now two kinds of 
market research set-up: (1) you 
need the information to take a 
backward look.” to see where 


you've been in the last few years 


and (2) you need information on 
distribution changes as you pull out 
of the market in one or more lines 


Set up yardsticks of the business 


in the last few years. Learn with 


some degree of accuracy the num- 
ber of units sold in the industry, and 
in each line you had in the industr 

Find the dollar volume of the indus- 


try. Know for sure the geographical 


distribution of the line was the in- 
dustry selling most of its output in 
the midwest or in the northeast? 

Know the seasonal pattern of the 
business which months were the 
best; not for you, but for the whole 
industry. When you have all the 
yardsticks, you can measure you! 
own pertormance ol the last few 
vears against the industry as a whole 
and evaluate your own job ot distri 


bution 


Find out .. Did you receive a fair 
share of the market? How do your 
customers look at you 


factor in the market? Why did you 


as a Majo! 
customers buy from you did you 
have a better price or a better prod- 
uct? Can you depend on repeat or- 
ders? Where and how can you re- 
duce your distribution costs with 
more or less advertising? Are you 
paying too much attention to poor 
markets and not enough to the rich 
ones”? 

Get these answers now so vou will 
have an accurate yardstick to meas- 


ure your own sales performance 
Get the answers before the facts you 
need drop out of sight forever 

In the same way, let your market 
research keep an eye on the indus- 
try. Very few firms will go out of 
business in this period. Keep an ac- 
and know what 


Watch 


substitute products you 


curate barometet 
is being sold and to whom 
out for 
may find your 1950 product has been 
displaced by a substitute that does 
That's 


the kind of information needed for 


the job as well and cheaper 


effective planning 
What your customers do and what 
they say is important to you, even if 


If you'll 


you are out of the market 


you'll know about any sales 
that’s 


how to guide your advertising and 


isten 


resistance building up, and 
promotion while you're out or par- 


tially out of the market 


Caution . . Use market research as 
you would any management tool 

time-and-motion study, for example 
Find the weak points in your dis- 
tribution first and work on them. 


Then try to improve your strong 
points 

Try for 90 
if you need more accurate market 


it’s the last 


accuracy first then 
data, get it. Remember 
few percentage points that build up 
the cost. It’s fairly cheap to machine 
to .01 inch tolerance and far more 
expensive to aim at .001 

Budget your costs on the job that 
needs doing, not on the basis of what 
you can afford. A job costing $15,000 
is usually cheaper than one costing 
$5,000 if it gets the information 
accurately enough so you can de- 
pend and plan on it 

Insist on clear, understandable, 
interesting presentation of the re- 
sults. The best, most accurate mar- 
ket research job isn’t worth a thin 
dime unless it can be used. And it 
won't be used unless the facts are 


Don't 


accept reports until in your opinion 


presented in usable fashion 
they are understandable to e' 


one who will use them 


Future value . . Research is an in- 
vestment in the future. The idea of 
product research is widely accepted 
almost every manufacturer doing $1,- 
000,000 a year or more has a research 
department, vital in order to keep 
products salable 

As much research is necessary to 
keep distribution costs within rea- 
sonable limits, to find the most effec- 
tive ways of moving products from 
manufacturer to consumer. Yet for 
every dollar of research money spent 
today, 85 cents is spent on product 
research and only 15 cents on market 
research 
research 


Investments in product 


have paid off for every company 
making the investment. Research in 
distribution has also paid off. As for 
market research in a semi-military 
economy, major companies in every 
industry say they will continue it 

even in the event of 100°% conversion 


to military production 
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FIVE YEARS AGO it was necessary to advertise in 
two or three publications to reach executive, depart- 
mental and purchasing influences in the complex 


system of railroad buying. 


Today, veteran railroad supply men, progressive 
ad men and agencies recognize MODERN 
RAILROADS as the one publication which reaches 
ALL buying influences! 


There can be no other possible explanation for 
MODERN RAILROADS’ truly remarkable ascend- 
ency to advertising leadership within five short 
years! This is not “claimed” leadership—it is based 
on advertising growth (over 200 page annual in- 
crease in each of the past four years!) and on 


quantity, quality, variety and interest of its readers! 
MODERN RAILROADS also leads in advertising 
revenue per issue—a reliable yardstick; but by any 
yardstick MODERN RAILROADS TODAY 

IS THE PUBLICATION WITH THE 
POWER TO SELL THE RAILROADS! 


.. It’s BIG in format, Editorial impact and Readership 
.. it’s Beautiful—write for sample copy and see! 
.. it's POWERFUL —use it. and know! 


ODERN 


NEW YORK 17—44! Lexington Avenve 
PASADENA, 1—423 First Trust Bidg 
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and Ves is the Way To 
Reach It. . 














ODERN 


AILROADS 


201 North Wells Street 
CHICAGO 6, ILLINOIS DALLAS 1 











How Metalworking Buying 
Power is Concentrated 


There are over 49,400 metal-working plants in the 
United States, but among them there is a tremendous 
variation in size, and consequently in productive ¢a- 
pacity and purchasing power- While over 18,700 employ 
over 20 men, only 6,600 have over 100 employees- 


Metal-working buying power is also concentrated geo- 
graphically. Using sales of machine tools as an index © 
metal-working activity, 88.41% of metal-working buying 
power is concentrated in 14 states. 87.21% of 
MACHINERY’S U. S. circulation is in these same 14 


states. 


These facts show why it is necessary to judge a publi- 
cation by its cover: 

age of buying pow- 

er, rather than by 

mere circulation 


Circulation | 


in Every 


coals Reaching the Buyers 


Your Salesmen 


Can't See 


To advertise successfully to the metal-working industries 


you must not only make sure of covering the right 


plants, but also of reachin 


g the real buying authorities 


in those plants—the engineering and production execu 


tives representing every P 


hase and level of management 


who form the plant “buying committee.” These men 


are of utmost importance, 


materials or equipment sales 


esmen. MACHINERY’S 


lation and Directed Distribu- 


trade paper subscription sal 
combination of paid circu 


tion penetrates the volume 


yet many of them do not see 


men or, for that matter, 


buying plants and reaches 


these hidden buying authorities who, because they re 


inaccessible, are often missed b 


= @® 


irketing 


ing 


ya publication which 


depends on an all-paid circulation alone. 


MACHINERY agian ai 


60 / Indu 





Correlated to Buying Power 


Major Metalworking Market 


How Macuinery Finds 
the Real Buyers 


We conduct a continual census to locate metal-working’s 

key executives. Most of these men have long been sub- 

scribers to MACHINERY, but if we find a man who is 

not—and who has proved purchasing authority — we 

send him a personal copy of MACHINERY every 

month. Approximately 20% of MACHINERY’S cir- 

culation is Directed, the balance being paid, and re- In ee es 
cipients of Directed copies must request continuance Publication 
every six months. This form of coverage, combined with 

selective subscription selling, makes sure that your mes- 

sage penetrates the volume-buying plants thoroughly and 

reaches more of the important, but often inaccessible, 

buying authorities. The Industrial Press, 148 Lafayette 

Street, New York 13, N. Y- 


Pp — 
roduction in the Manufacture of Metal Products 


September ios / 61 





cr dverti S 1 ng | volume August volume rises 9.5%, 


beats July's record high 


M4 b ° ®S INDUSTRIAL MARKETINGS August 
1nm1 usiness papers tabulation of advertising volume in 
business papers disputes the concep- 
tion that business is slack in sum- 
mer. August volume rose 9.5, above 
the volume for August, 1950. And 
this is the record gain of the year, 


. 


-ezing st the July high of a 
August ». é ( pages) over 1950 squeezing past the Jul; g a 
9.4 


increase 
Cumulative figures, too, boast a 


1951 1950 page change change 
record gain for August. Year-to- 


te date figures for 1951 are 6.8°, above 
the same period last year 

For the first time this year, all five 
groups of papers showed a monthly 
gain. The 154 industrial papers rose 
Grand total | + 9. 11.9%, or 1,840 pages. Seven product 
news papers gained 323 one-ninth 
page units, or 16.5 Trade publica- 
Year-to-date volume 6 n pages) over 1950 tions, 52 reporting, gained 1.1%, or 
57 pages. The 25 class papers gained 
195! 1950 page change change 8.4°7, or 165 pages, and the 17 export 

papers increased 5.1%, or 45 pages 





Cumulative totals for the divisions 
showed industrial 10.4% up for the 
year, product news 133 ahead 
Trade is down 3.8 class up 4.9 


Grand tota 237.843 222.784 and export down 1 





: piyges pages 
ndustrial group 195i 1950 Industrial group 1951 19580 Industrial group 


Dige t ¢ To ’ _ 
r — . Age Industrial & Engineering 

‘ gir ng de Mining *2 *2 Chemistry 
ommercial Car Journal Industrial Finishing (4',x6 

onstruction Digest ‘b , "12% Industry & Power 
ictioneer 3 Inland Printer 
tion Equipr ‘ ‘ Interiors 
Methoc Iron Age (w 


Lumberrr 


Machine 
2x6', 
Machine Design 
6 Machinery 
Design News lf 7 Magazine of Building 
Diesel : Manufacturers Record 
. Marine Engineering & 
Shipping Review 
Mass Transportation 
Materials & Methods 
Mechanical Engineer 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Dealer 
Mill & Factory 
Mining Engineerine 
Modern Machine St 
2x6 
Modern Metals 
Modern Packaging 
Modern Plastics 
Modern Railroads 


National Petroleum Ne 
National Provisioner 
National Safety Nev 


Oil & Ga 
Organic F 





Pacific Builder & Ene 
Packaging ) 
Paper Inc 

Parer Mill N s 
Paper Trade Jo : 
Petroleum Engineer 
Petroleum Processin 
Petroleum Refiner 

Pit & Quarry 

Plant Engineerir 





COUNT THE RESULTS YOURSELF 
WHEN REPLIES COME IN 


AND WE'LL PICK UP THE CHECK 


Now that Fal! has come around again, you're advertising to the extent of first doing a 
probably working out your advertising sched dominant, impressive job in the leading 
ule to the oil industry. If there is the slightest paper, before spreading your budget too thin 
question in your mind about which oil paper in some of the “30 other oi! papers 

is your best dollars and sense investment, 

let US spend OUR money to give you the We invite you to prove 

} ! 
—_ poo ranges gpwetlbon gdh —. ] Which oil paper your own customers 
your customers and prospects prefer and 
actually read. Ask them yourself! Get 
their unbiased ninfluenced replies sent The very high percentage of duplica- 
directly to you. We foot the bill tion you get in the second, third and 
fourth oil paper 


AT OUR EXPENSE 


and prospects read and prefer 


For over NINE YEARS we have made this 
offer because we are confident a Reader 
Duplication Survey or Readership Preference the oil industry: drilling, producing, pipe line 
Survey will prove to you what they have refining, natural gasoline or from any 
occupational group within these divisions 
n any geographical area. Select up to 500 
The Oj! and Gas Journal is the ONE oil Write your own letter. Tabulate the returns 
publication in which to concentrate your yourself 


Select your list from any or all divisions of 


already proved to so many others 


MN 7A of (Nin 
Mow The Journal ond Vou follow the, ( UL Sndubtoy 
( 4! 


SEND THE Bui To -OUL Aub GAS 


me JOUANAL 


SOUTH CHEYENNE a 
TULSA ® OKLAHOMA 


NEW YORK © PITTSBURGH e CHICAGO @ LOS ANGELES e HOUSTON © ENGLAND 





pags? es 

Industrial group Trade group 1951 1950 Class group 1951 1930 
Plating Electrical Deal § School Executive 
Power Merchandising School Equipment News 
Power Engineering 7 ‘s ) : 
Practical Builder f : Electrical Wholesaling } Total 
Printing Magazine 
Product Engineering Farm Implement News 
Production Engineer semi-mo pages 

Management Flori Review (w : Export group i951 
Products inishing Fueloil & Oil Heat i 

4',x6 
Progressive Architec 
Purchasing 


American Automobile 
Geyer's Topics (overseas edition 
Glass Digest American Exporter 
(2 editions 
Foods ’ Hardware Age (bi-w American Exporter Industrial 
; Hatchery & Feed i d 2 editions 
Hosiery & Underwear Review Automovil American: 
Railway Age (w Hosiery Industry Weekly 47 
Railway Engineering Hosiery Merchandising os Caminos y 


Quick Frozer 
Locker Plant 


Maintenance 
Railway Mechanical I 
Electrical Engineer a I 
Railway Purchases & Stor 5 I 
Railway Signaling & 
Communication 
Roads & Street . , Ingenieria Internacional 
Rock Product “ve - oO v 5 6 Construccion 
Ingenieria Internac 
Southern Lumber = or Stor : r - : Industria 
Southern I ! I 
Southern Pov = sNGUSIT) : ‘ McGraw-Hill Digest 
Steel “ "30% a: 
Super r i 5 Petroleo Interan 


Pharmacy Intern 


npler mm & Tr wr it > Farmaceutico 
t eC 
ndustrial Distributio 7 : Hacienda (2 edition 
El Hospital 


Revista Aerea 
Latinoamerican 
Revista Rotaria 


Spanish Oral Hygiene 
5 7 16 
Textile Panamer 


Te 





1 Includes a spec 
seameative Journal 2 92 *Includes classified 
Hardware 7 Estimated 
Good 


sold 


Contractors & Engineers Monthly 


Product news group Chemical & Engineering News 


pages 
Class group 1951 1950 


Industrial & Engineering Chemistry 





Chicago Assocation .. 


pages 
Trade group 1951 1950 


Richard O. Pallin 


George F. Seferovich . 





at your Service 


Here’s a book that keeps your name and products 
always within arm's reach of your prospects every 
day of the year! More than 6000 executives and 
operators use this book as a ready reference to the 


steel industry and its problems. These are the men 


who decide upon purchases and plan expansions. 


The 1953 edition, with new and up-to-date develop- 
ments in the manufacturing and processing of steel, is 
now being compiled and offers you year ‘round con- 


tact with the men you want to reach. 








YOU AS AN ADVERTISER 
BENEFIT FROM 3 COMPLETE SECTIONS 


1. A reference section containing the latest 
information by recognized authorities on 
the :aanufacturing and processing of steel. 


- A buyer’s guide section entitling you to 8 
free listings for every advertising page. 


- An advertiser’s alphabetical index giving 
advertisers free listings of their company 
names, address and products or services. 








WATKINS CYCLOPEDIA 
OF THE STEEL INDUSTRY 
Published by 
STEEL PUBLICATIONS, INC. 


STEEL PUBLICATIONS, INC. 
4 SMITHFIELD STREET, PITTSBURGH, PA. 


Please send me complete information on Watkins 
Cyclopedia of the Steel Industry for 1953 


NAME 
COMPANY 


ADDRESS 


en en en erayan an ae anew anenenand 
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BARGAIN DAY IS EVERY DAY AT R.H. MACY, 
New York, world’s No. | department 


where more goods are sold than in 


any other department store in existence 





there’s only one No. 1 


in Metalworking 


Classified pages are a sure 


measure of a publication’s selling power... 
and The IRON AGE runs more 


classified than any other metalworking medium 


In New York, The Times carries the most 
classified. In Chicago, it’s The Tribune. 
In Washington, The Star. Jn metalwork- 
ing, tt’s The IRon AGE. Average 11 pages 
per issue, 49 pages per month, 588 pages 
a year . . . double any contemporary. 
Classified customers are mighty careful 
with their dollars. They’re hard-boiled. 
and they only 


They demand results... 


stick around where they get them. Could 


you find a more realistic reason for that 
schedule you’re about to run in The 


IRON AGE? 





... IN PLANT COVERAGE 

.. IN WEEKLY CIRCULATION 
... IN READERSHIP SURVEYS 
... IN MARKET COVERAGE 

.. IN ADVERTISING VOLUME 


No. 1 in Metalworking... 
America’s No. 1 Market 


Tel Aig 
THE ONLY ABC METALWORKING WEEKLY 
A CHILTON PUBLICATION, 100 E. 42nd ST., N. Y. 17, N.Y. 
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Cc ® FANCY DAN and Plain Pete write in- copywriters heavily represented in 
opy ding dustrial copy today’s business papers. For instance, 
Fancy Dan is the caliph of cravats, let’s take one issue of one business 

a sartorial sultan whose creases in paper and see what we find. The fol- 

plain or fancy ? his trousers are sharper than the lowing are excerpts taken word for 
creases of thought in his forehead word (Fancy Dan would say ver- 

Plain Pete is a Joe in shirt sleeves batim) from ads in the December is- 

and baggy pants who knows many sue of Factory Management & Main- 

vords but uses them economically tenance. Which sells harder? We 


By Ernest S. Green Each is the symbol of a class of leave it up to you 


l. Fancy Dan » « @xcerpt from ad As Piain Pete would write it 





To enumerate each application is unnecessary.” “We don’t have to tell every use 


“The above are representative examples of the substan- os 
. 1” These savings are typical 
tial savings gained by users 


going into action on the subject of better plant pro- “ ” 
going into action against intruders and trespassers 


tection against all intruders and trespassers 


lower per-ton cost” “lower cost per ton” 
regardless of what product you manufacture” “whatever you make” 
progressive leadership” “leadership” 

accordingly” 
the booklet illustrated above” “this booklet” 
decreased spoilage” “less spoiling” 


has an extra protective advantage” ‘offers an extra protection” 


2. Plain Pete - « excerpt from ad As Fancy Dan would write it 





What do you want to pump?” “What fluids are foremost in your pumping picture?” 


We welcome work as sub-contracto “We shall be glad to place our fabricating facilities at 


prints or write to the disposal of companies interested in obtaining our 


services as sub-contractors. Please furnish full informa- 
tion including parts and blueprints when you write to 


vhatever “regardless of what product you manufacture” 


at no cost to y we an actual fastening job for ‘Without the slightest obligation on your part, let ou 


you fastening experts demonstrate the superiority 


“The photograph shown above strikingly illustrates the 


Look at this stock room with its dangling mess” 
unsightly stock room disorder caused by 


A single ram performs what is virtually a two-fold 


It pushes and pulls \ a 
function 


‘The speedy installation of water lines is materially fa- 


“Water 
cilitated when the pipe is Transite 














aks .| ...FOR WHAT 


| INDUSTRY AND POWER 
IS TODAY...1S MORE 


ke 4 
cw LOOK IMPORTANT TO YOU THAN 
er: 


EVER BEFORE! 








Planned Selectivity Benefits You 


, cae INDUSTRY AND POWER offers planned selectivity — concentrated on one 
natural market — at one existing level of industry. That is the level of Executives 

4 : and Engineers responsible for Engineered Plant Services. Here’s how this selective 

approach works to your advantage: 
Selected Circulation. To make sure your advertising reaches worth-while 
plants, we select each plant on the basis of boiler horsepower, number 
of motors, pumps and compressors — and a minimum of 50 to 100 em- 
ployees — by types of industry. (Circulation is CCA audited and verified.) 
Selected Readership. Next, we select individuals in these qualified 
plants on the basis of their actual job functions. We mail 1 & P by name 
to reach the men directly responsible for Engineered Plant Services. 
Selected Editorial. We select each editorial article for its value and use- 
fulness to our pre-determined reader audience. This has resulted in such 
outstanding editorial achievements as the “American Cyanamid Story,” 
the “Packaged Steam Generator” report, the analysis of “Industrial Waste 
Treatment” and others. 
Selected Acvertisers. To give our readers the complete information 
they want, we are soliciting advertising concerned only with products 
used for Engineered Plant Services. Advertisers agree this results in top- 
notch reader interest. 

Selectivity Builds Strength — with readers and for advertisers. It makes your 

advertising more effective. 












serves 
this field 
in its 
entirety 





FEATURING RE 


Over 100 systems used & 


The Organization-Function 
Diagram shows the major 
functions of industry today. 
It clearly contrasts the job 
functions of our readers. 
Note, our field covers only 
Engineered Plant Services. 


Our ENGINEERED 
PLANT SERVICES 

9 

ie the executives and 


engineers responsible 


for ENGINEERED PLANT SERVICES 





Reaching these men — exclusively — is one important job INDUSTRY AND POWER 
does better than any other publication. Certainly, there are many good magazines serv- 
ing other fields . . . and others serve only a portion of the men responsible for 


Engineered Plant Services. 


Remember, INDUSTRY AND POWER is edited exclusively for and directed only to the 
entire field of Engineered Plant Services in worth-while plants. Thus I&P delivers your 


advertising message with maximum effectiveness and economy. 


serves this field 
and 
this field only 


—eE——_ 





I&P is sent to executives and engineers by name. 
These individuals are carefully selected — not 
by title — but on the basis of their actual daily 
functions on the job. 


In brief, our readers are the Executives and Engi- 
neers who select... install... operate... and 


They are basic engineered services and facilities 
required before production can take place — and 
necessary for the continuance of production. 


They include: Providing or generating, trans- 


mitting, controlling, applying and maintaining 
of POWER, STEAM, MECHANICAL DRIVES, 
HEAT, ELECTRICITY, AIR, WATER and 


other engineered services in and for all areas of 


maintain Engineered Plant Services and Equip- 
ment. 1&P serves these men more thoroughly 
than any other publication. lf these are the men 
you must sell . then INDUSTRY AND 
POWER is your first choice with its selected read- 
ership, earned by selected editorial content com- 
bined with selected advertising. 


the industrial establishment as required for pro- 
duction and operation. This includes Lubrication, 
Piping Systems, Industrial Waste Disposal, Cor- 
rosion Control, Electrical Systems, Industrial 
Heat, Coal and Bulk Handling, Dust and Fume 
Control and other related services of an engineer- 
ing nature. 


1&P serves this field and this field only . . . serves 
this field in its entirety. 





Mr. Advertising Agency Man 
says: 

“A publication which selects one 
important job—and does that 
job better than any other maga- 
zine—always shows superior ad- 
vertising effectiveness. INDUS- 
TRY AND POWER has done 
that, and now delivers a definite, 
valuable field to our clients.” 


Mr. Sales Manager says: 

“We must do our basic selling to 
men who are responsible for the 
Engineered Plant Services.. IN- 
DUSTRY AND POWER alone 
seems to have isolated this im- 
portant stratum of industry — 
and proceeded to serve it exclu- 
sively and to a greater extent 
than any other publication.” 


Mr. Advertising Manager says: 
“Engineered Plant Services makes 
sense. Through this one maga- 
zine, our advertising reaches the 
entire group of men responsible 
for all Engineered Plant Services. 
Result? A stronger campaign 
than the same budget will buy in 
publications covering only a part 
of Engineered Plant Services.” 


serves 
this field 
in its 
AY 








Advertisers know the importance of influ- 
encing the men responsible for Engineered 
Plant Services. And advertisers recognize 
the sound sense of INDUSTRY AND 
POWER’S selective approach to this nat- 
ural market. As proof of this recognition, 
see how I[&P is growing. 


] Schedules for 60 new advertisers were 
* carried in the first six months of 1951. 


Among regular I&P advertisers, 44 
companies increased their 1951 sched- 


ules compared with space used in 1950. 


The facts show I&P gaining ground 
with each issue. Compared with the 
same months in 1950, here are paid 
space gains in 1951: May issue up 9.6% 
—June, up 17.5% — July, up 20%. 


Reader interest, too, has increased. As 
a result of publishing selected editorial 
material designed for its value to se- 
lected readers, the demand for I&P 
articles has grown steadily as follows: 


% over same 
1951 issues issue in 1950 


January 13% increase 
February 24% increase 
March 34% increase 
April 67% increase 
May 16% increase 
June 
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Plan Market Research Now 


® If there is any industry which has no immediate 
sales problems, it is steel. Yet we have been im- 
pressed by the fact that steel companies are among 
the leaders in undertaking market explorations 
which will show them possible avenues for expan- 
sion when demand is no longer greater than the 
available supply. 

We have been in touch recently with several 
steel companies which are already investigating 
the requirements of many fields, not just for steel 
in general, but for stainless steel and other alloys 
which represent the “premium” part of the steel 
business. These studies are expected to reveal both 
trends in demand on the part of industrial consum- 
ers, and the particular products which these con- 
sumers will give preference to when they have a 
choice as to the industrial materials they will use. 

Don’t decide that it is too soon to start thinking 
about new markets because today’s demands, 
based largely on military requirements, are in ex- 
cess of capacity. When the emergency created by 
the defense program is over, or the urgency of 
that demand is relaxed, many industries, which 
like steel have expanded production capacity 
enormously since the last war, will have facilities 
for the service of new customers. Where are they 
coming from? 

This is the question which market research is 
expected to answer. It is not an easy answer to get. 
Even when it has been written, much more will 
need to be done, in the field of product development, 
manufacturing processes and distribution programs, 
before the company is prepared to make good use 
of the information. In other words, a market re- 
search plan undertaken today will require perhaps 
two or three years to develop to the point where it 
can contribute in an important way to the develop- 
ment of new sales volume. 

Therefore the company which has enlarged its 
capacity, in order to make an increased contribu- 
tion to national defense, should also be looking 
ahead to the day when that enlarged output must 
be sold. Market development, through research, is 
one of the ways in which future sales can be as- 
sured and the future prosperity of the company 


speaking 





“d 


underwritten in terms of new products, new appli- 
cations of old products, and new customers 


Advertising is Good Buy 


® We were impressed with a recent analysis of the 
cost of advertising which appeared in the Aug. 20 
issue of Advertising Age and which showed that in 
spite of recent increases in space costs, advertising 
remains the best buy that business can make, com- 
pared with the cost of any other commodity or 
service which it purchases. 

Advertisers, like other buyers, are never too 
happy when rates are increased. This is particu- 
larly true if the budget remains approximately the 
same. However, it may be worth while at this time 
to consider advertising appropriations in the light 
of the greatly increased buying power of the mar- 
kets addressed; the greater circulations which are 
available in most industrial publications; and the 
greater sales volume which advertising is counted 
on to protect and support. 

Many industrial advertisers are spending move 
now than ever before, and thus the total volume 
of expenditures in the industrial advertising field 
is greater than in previous history, as is so well 
demonstrated by the splendid analysis of business 
paper advertising, prepared by Angelo Venezian, 
of the McGraw-Hill Publishing Co., in this issue 
of INDUSTRIAL MARKETING. 

However, it is also interesting to note that in 
many cases sales volume has run far ahead of adver- 
tising expenditures. This may be due to advertising 
costs remaining relatively low, to a better job in 
advertising copy or media selection, or simply to 
failure to set up new and broader objectives for 
advertising to achieve. At all events, while the 
extent and character of the advertising job should 
determine expenditures, the latter need not be 
limited by assignments which no longer represent 
the full scope of the task which advertising should 
be called on to perform. In the light of the much 
greater number of people to be sold, and the much 
greater buying power of the markets which are 
the targets of industrial advertising, today’s broad- 
er objectives should be clearly defined. 
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sales promotion 


Two-sided 


visual serves 


as ‘memory *‘ 


® SALESMEN with less-than-perfect 


memories can make a smooth sales 


presentation without much trouble 


of visual aid 
a Mandrake-the-Magician tech 


by means of a new kind 
and 
nique 

The visual was developed by the 
British American Oil Co 


Canada, to help its salesmen sell the 


Toronto 


company’s line of gasoline and ‘ubri- 
cants to truck fleet operators 
A_spiral-bound, 


flip-over pres- 


entation, it stands up like an easel 
on the customer's desk between cus- 
tomer and salesman (Pictures 1 and 
2) The page 


facing the customer 


te Rewret O it 


ton catalog 





exhibits motion pictures 





3. 


ontains an illustration and a simple 
line or two of caption to get the idea 
The page 
and not visible to the custom- 


across facing the sales- 
men 
er is identical except that four or 
five supporting sales “points” are in- 
cluded below the caption to refresh 
the salesman’s memory and serve as 
an outline of the points he puts over 
orally in his own words 

This enables the salesman to know 
is looking 


what page the customer 


at even though the salesman is be- 


ideas 


booklets direct mail 


slide films / sales helps 


hind the visual. The additional ma- 
terial on the salesman’s side is con- 
cealed from the customer to avoid 
confusing him, but gives the sales- 
man an outline that him 


from getting “lost” and obviates the 


prevents 


need for memorizing the 
parrot-like 

The last blank 
When the visual is set upright, the 


material 


page is a sheet 


page becomes a screen for projec- 
tion of a color strip film prepared to 
introduce the company's new heavy- 


ntinued on page 74 

















communi &c-t-Lo 


open 


@ Customers are Very Important People. 


The new ones who are coming into the picture with high priorities 
must be found. They are the people we can sell today. But the 
old customers are important, too . . . even though present restric- 
tions prevent us from selling them all that they would like to 
buy. Tomorrow, next month, or next year we may wani 
their business badly. 
That's why lines of communication with customers must be 


65,500 
SNSOPIES kept open .. . and that’s why N.E.D. is today's ideal adver- 
en ; tising medium. With its high readership among 200,000 
. istribution 
executives, N.E.D. will search out new customers... and 


. ,000 it will also keep your old friends reminded of your com- 


DERS 
ape Ae pany and your products. 


42,024 
am mano PASS ALONG 
A PENTON PUBLICATION a 
1213 West Third Street 


Cleveland 13, Ohio 
nase! ie REVERSING oe tvee 4 
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Mr. Joseph J. Tomasulo, President of Joseph J. Tomasulo & Co., 
Electrical Contractors and Engineers, Roselle Park, N. J. 


A railroad strike put Joe Tomo- 
sulo in the electrical contracting 
business. He was working for the 
Central Railroad of New Jersey 
as a motor-wiper and journeyman 
electrician — attending Pratt Insti 
tute at night — when the crippling 
railroad strike of 1923 occurred 
Calling it “the turning point in my 
career,” he proudly relates how 
he borrowed fifty dollars to start 
his own business rewiring old 
houses. That was 28 years ago 


Today, Mr. Tomasulo’s firm em- 
ploys 40 full time electricians and 
4 job foremen. Still he keeps a 
close check on every job. His 
habit of making sound sugges- 
tions has added to his reputation 
Engineers ask “Do you see 
anything you can improve on, 
Joe?” And more often than not, 
he does. 

Mr. Tomasulo decides what and 
whose products to use on his jobs 
ranging from three hundred to a 


million dollars—and buys them 
He has read ELECTRICAL 
CONSTRUCTION MAINTENANCE 
since 1923, using it as a clearing 
house for new ideas and a refer- 
ence for the latest electrical 
equipment, materials and tools 
His firm subscribes to four copies 
of ELECTRICAL CONSTRUCTION 
AND MAINTENANCE, “because 
in my shop.” he says, “it's re- 
quired reading.” 





for job ideas — product information 
... Not ‘blue sky stuff’” 


Here is an electrical contractor whose firm in New Jersey is big business... million-dollar business. 
He “wires anything”... houses, schools, stores ...or Esso Standard Oil Company's massive research 
laboratory in Linden, N.J., with its 195,000 feet of conduit, 7 unit substations, miles of wire and cable 
and thousands of lighting fixtures — $375,000 worth of electrical equipment! He engineered the first 
successful drive-in theatre in New Jersey and has done 10 more since then. 





“I've never had two jobs that were alike,” says Mr. Tomasulo. “Each one has had new wrinkles, 
new problems. To stay ahead of the game I need a constant flow of forward-looking ideas.” 
That's why ELecrricaAL CoNSTRUCTION AND MAINTENANCE isn't on his waiting room table... but on his desk. 


It helps to add specific suggestions to general plans...ideas that frequently can increase a contract 

by thousands of dollars. It turns up new products to do a better job. It keeps him up on new methods, 

new tools to handle such jobs as U.S. Gypsum Company's paper mill in Clark Township, N.J., where he 
installed the 1750 kva generation equipment, distribution system and interlocking controls for the 
completely automatic machinery . . . the rewiring of American Type Founders’ great plant in Elizabeth, N. J. 
Now he’s working on the electrical system for Air Reduction Co's new plant in Union, N.]J. 


Busy 12 hours a day, Joseph Tomasulo scys: 

“I don't have time for ‘blue sky stuff.’ I look through ads for products that 
will help me do a job better, save me time. 

When I find one, I buy!” 


This New Jersey contractor isn't unusual. His operation and needs are typical of the field 
with its 23,750 contractors, plant electricians, consulting engineers and motor service 
shop owners who handle similar jobs from coast-to-coast. They, too, read 

ELECTRICAL CONSTRUCTION AND MAINTENANCE — to learn from the experience 

of others — and to search out new and better products. 


Can your product help these men? Is your product story there when they're looking? 


wore: Would you like to have a complete report of our inquiring reporter's visit with 
Mr. Tomasulo? Any one of our District Managers will be glad to give you a copy. 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 
330 West 42nd Street. New York 18 














September west / 79 





duty motor oil. (3.) The projector is 
small enough to fit into the sales- 
focal 


length permits a showing at a dis 


man’s brief case. The short 
tance of only two feet. This gives a 


more brilliant image, permitting 
presentation in an undarkened room 
The printed presentation, a two- 
folds into a 
9x12” booklet 
It is supplemented 
booklet 


salesman how to make the presenta- 


color, letterpress job, 
compact, 27-ounce, 
with hard cover 
by a 12-page telling the 
tion, making the most of the visual 
and the strip film. Cartoons help get 
the instruction across 

The company’s direct mail and 
business paper advertising carry the 
same format and art work used in 
the visual presentation. The results 
(1) repetition and increased identi- 
fication and (2) reduced cost 

James Lovick & Co., Toronto, han- 
dles the advertising and prepared 


the visual 


Gray uses airline to help 


promote dictation equipment 


Gray Mfg. Co., Hartford 


has taken to the airways to promote 


Conn.., 


a line of dictation equipment to 
business men 

Through arrangements with Pan 
American World Airways, a Gray 
portable dictation instrument has 
been installed on the Pan American 
President Special which flies 
New York to Paris. The instrument 
is available for passenger use 

In addition, recordings of informal 
interviews with passengers are given 
to them as souvenirs of the flight 
Ruder & Finn Associates, New York 


handles Gray publicity 


Prize merchandising ideas 


developed by Fram sales staff 


A plan for getting advertising and 
merchandising ideas out of the sales 
staff has been devised by Fram Corp 
Providence, R. I 

The plan works like this 


Several weeks before the annual 


filter manufacturer 


summer sales conference, the com- 
pany offers prizes of $1,000 and $500 
to zone managers for the best ideas 
based on actual field contacts and 
Ideas 


suggestions from customers 


are s) »mitted in writing 


STATE HIGHWAY 
PROJECT 


Zone managers read their papers 
at the sales conference, providing the 
entire staff the opportunity to hear 
and discuss each other's ideas. Many 
managers go to great length to illus- 
otherwise dramatize their 
Some 


sketches of signs and devices they 


trate or 
suggestions submit rough 
reated. Others show advertising and 
sales promotion material of other ad- 
vertisers as background material for 
their own suggestions 
At the close of the conference, a 
typed summary of the idea is dis- 
ributed to the staff, and the best 
incorporated in the next 
campaign. The company be 
lieves that the plan not only produces 
valuable ideas, but increases the 
sales staff's awareness of and par- 


ticipation in Fram advertising 


Folder promotes folders 
for pushing Norton abrasives 


Mass., is 
folders 


Norton Co., 
promoting its 


Worcester 
advertising 
with a folder 

The company, which makes abra- 
sives, has issued a 9x12”, four-color 
folder listing and briefly describing 
the company’s 16 folders and book- 
lets and eight sound and color mo- 
tion pictures on various phases of ef- 
ficient with grinding 
wheels. The folder is being mailed 
io 35,000 users of grinding wheels to 
help tell the Norton product story 
and as a reference on production in- 
formation in the stepped-up indus- 
trial pace of mobilization. A coupon 
is included for ordering any of the 


production 


free literature by number 





What Radio-Electronic Engineers 
come to see — 


Audience at Technical Papers Session 


The Radio Engineering Show — 

held each March in Grand Central Palace, New York City, 
attracts thousands of radio engineers from all parts of the 
world. In March 1951, the EAAB audited attendance was 
22,814, of which 7,416 were IRE Members. Nearly one-third 
of the total membership attended this annual Convention 
and Exhibition. They came to hear technical papers on every 
phase of electronics and communications; for truly IRE is an 
Institute of Related Electronics. They came to see 277 exhibitors 
use 369 units totalling 45,672 square feet of exhibit space 
to show products. 

a 


The Show proves engineers are buyers — 

because only definite results in sales would support so 
tremendous a market-place. Year-after-year, both the Radio 
Engineering Show and its audience has grown, until today 
this event is the “big date” of an entire industry — toward 
which the time-table of production and research points new 
models and product advances. 

All types of interests are served. The exhibits include 
an Audio Center, a Nucleonic Center, practically a floor of 
Instrument and Test and Measurement Equipment Exhibits, 
Large scale apparatus 
exhibited includes color television transmitters, cameras and 
studio equipment, all kinds of communication equipment, 
computors, and even electronic manufacturing machinery. 


and every component known to radio. 


The Show brings manufacturer and engineer together to 
the profit of both. Admissions are strictly limited, and the 
registration is carefully analyzed. Here the exhibitor meets 
the IRE audience face-to-face and finds that engineers con- 
trol buying in this industry. 


oy Exhibits 1951 


A balanced promotion package — 

is thus provided to industry by the marketing services of 
the IRE. “Proceedings of the L.R.E” gives product promotion, 
helping the manufacturer sell the radio industry by telling 
the radio engineer. The IRE DIRECTORY delivers product 
reference, insuring that the men who “write the specs” can 
easily find full data on your product when they need it. The 
Radio Engineering Show completes the package with product 
presentation. Ali three services can be purchased as a program, 
putting strength, stability and economy into your campaign. 


Main F lo 


Complete Registration Lists Posted Daily 





ill Advertising and Exhibit Sales are handled by: 


A Wutam C. Corr, National Advertising & Exhibit Manager, 

, Heavert A. Wuite, Greater New Yor {4 Dayton M. Jonss, 
New Jersey-Eastern Pennsylvania, 303 West 42nd St., New York 18, N. Y. 
CI re le 6-3026, 7 & 8, A Scorr Kinewrt Contoes —— Representatwe 

$ E. Wacker Drive Chicago 1, STate S Mie Juncan A. Scort & 
Company, Pacific Coast Representative Mills Buil ing, San Framisco 4, 
GArfeld 1.1950; 2971 Wilshire Sivd., L »s Angeles 5, DUnkirk 44151 











THE RADIO ENGINEERING SHOW 


March 3-6, 1952 Grand Central Palace, New York 
The Institute of Radio Engineers, Inc. 


Advertising Dept., 


© 1951 IRE 


303 West 42nd St., New York 18, N. Y. 
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We close it six o'clock Saturday night. You can read it six o'clock Sunday morning. 


It has the tightest closing of all newswecklies ...the shortest gap between reporter and 
reader... the tick of minutes and hours against days. 

When you pick up your New York Times next Sunday morming and open to the review 
OF THE WEEK, you're reading news “fresh as the front page”. There are no holes, no 
blanks, no blind spots...“Yeah, but what happened yesterday?” .. .“’ Wasn't that char- 
acter shot Friday night?”’. . .““ Didn't the general fly back to Washington after that?” . ..» 
Only a daily newspaper could produce this kind of newsreview. Only a daily newspaper 
shop could gear in with such precision. Only a daily newspaper could distribute at such 
dizzying speed. 

But more than all this, only a newspaper like The New York Times, with its biggest-of- 
all newspaper staff of reporters and correspondents strategically posted all over the 
world, could create such a newsreview as the REVIEW OF THE WEEK. 

You, yourself, measure the review critically. Pick up the latest copy. Read the first 
page. Check the currency of the news. Go further ...check the kind of reporting and 
editing that puts fact ahead of fancy, conciseness ahead of cleverness. There’s more 
news to the inch in the Review OF THE WEEK...no wonder busy people prefer it. 
But don’t stop here. Note how the review not only catches you up in its summary with 
all the week's important news ... but gives you also an informed interpretation of the 
news, and the background you need to understand the meaning of the news. You'll 
find the Review OF THE WEEK the most comprehensive and objective news review 
published today. 

All this... plus solid coverage of the 650 top industrial counties . . . plus top-level domi- 
nance of the key New York market ... plus the loyalty and respect of the influential 
Times audience all over America. This is the newsreview with newspaper impact, 
the newsreview with the power and prestige of The New York Times, the newsreview 
that can work wonders for you when its 1,100,000 is built on to your present fine 
advertising program. 

This is the Revrew Or THE whee inviting your business to invite business for you. 
May. we tell you more? 


WITH AMERICA’S BUSIEST NEWSPAPER 





Take a Sales Tip from these Men of Decision... 
4 


One thing a pure h ising man always finds enthustasn und = sales eagerness We welcome salesmen. They are our 
useful is news conce rning the latest trends sometimes lead to impulsive statements best source for new ideas and materials 
und ‘developments in the industrial field. which can become embarrassing commuit- We expect the salesman to be well versed 
These may range from the price of a prod- ments in the cold grey dawn. It is always in the facilities of his company and the 
uct to the opening of a new plant. I'm a good feeling to know you are dealing new developments being carried on in its 
always appreciative when a salesman can with a salesman who sticks to facts and technical departments. He should also be 
add anything from his own experience and keeps his promises. Suppliers’ ‘reliability’ familiar with the products we make, so 
observation that will help improve my is not an intangible term. When it is ex- that he can work out a constructive appli- 
perspective on today’s marker,” says J. ¢ pressed in dependable performance it cation of his goods and services to fit our 
Daves, Director of Purchases, Reliance stimulates confidence and good will,” says requirements,’ says L. D. Nutter, Manager 
Electric & Engineering Co., Cleveland, H. W. Christensen, Director of Purchases. of Purchasing Major Appliance Dept., 
Ohio Columbia Steel Co., San Francisco, Calif General Electric Co., Bridgeport, Conn. 


A direct line to sales—the P.A. 
A direct line to the P.A.—PURCHASIN 


The modern PA. is constantly seeking to increase the buying power 


of his purchasing dollar. This means he’s always on watch for informa- 


tion that will bring him better design, better quality, better service. 


And since he’s pressed for time, he must get this vital information q® NIBP. 


as easily and quickly as possible. That’s why he reads Purcnastne, the 
one national publication designed to serve purchasing agents’ needs A CONOVER-MAST’ 
PUBLICATION 


throughout industry 


lo get your product story across to the man who makes the buying 
decision, use the PA.’s own magazine PURCHASING 


a basic magazine on any industrial advertising 1 
schedule! Purcnastnca, 205 Fast 42nd Street, New S | iN (Gj 
2 te i ; ¥ 
York 17, N. Y. Offices in Cricago, Cleveland, p \| KR \ 


Atlanta, Dallas, Los Angeles. 


when you think of selling think of PURCHASING 
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How you can be an expert on export 


@ FEW BRANCHES of advertising get 
the kicking-around that export ad- 
vertising gets 

If it’s the office boy who writes 
the trade copy, it must be the clean- 
ing lady who writes the export 
copy 

Most export advertising reads as 
though the benefit of 


some aborigines who lately descend- 


written for 


ed from the tree-tops and have just 
learned to count their toes 

Our inference from what we read 
in the export press is that the adver- 
tising man’s notion of the export 
buyer makes him out to be just 
about one step higher than a coolie. 
He rides a burro, wears a_ broad 
brimmed hat in the shadow of which 
he sleeps all day, gets water from a 
well bucket, chews betel nuts, would 
be frightened to death by an auto- 
when not engaged in 
is demonstrating his 


mobile, and 
a revolution 


amazing resourcefulness at love- 
making 

Advertising to this market seldom 
gets beyond the “I-see-the-cat” 
stage of literature except in those 
cases where the advertiser aims be- 
low the belt with pictures of naked 
dames 

Maybe we're exaggerating . . but 
not much 

For example, it appears that the 
limit of some people’s imagination 
for an export “slant” is a picture of 
the globe. Somehow, the globe is the 
first thing we'd think of for an illus- 
tration for an export ad . . just as the 
lighthouse (as a symbol of depend- 
ability) was the first thing we 
thought of for the first industrial ad 
we ever had to write. But, in adver- 
tising, “first thoughts” are likely to 
be trite. 

Bethlehem, Bank of America, 
Chase, Esso and Gilbert & Barker 


are among those who stopped at the 
(But that’s more than we 
think the readers will do.) 

Then there’s the Big Brag . . and 
the Broad Statement . . and the 
Prestige- Builder. 

Look at these Big Brags one right 


globe. 


after another in the July American 
Exporter Industrial: 

“The greatest advancements in air 
compressors have been made by 
Worthington” 

“The great line of 
Choate” 

“Niles . . 
tools” 

And these Broad Statements: 

“For quality, uniformity, depend- 
ability, specify Bethlehem Steel” 

“Step up production, lower prep- 
aration costs with Sturtevant Equip- 
ment” 


LaPlant- 


a great name in machine 


“Get faster, more efficient pro- 
duction” (Brown & Sharpe) 
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KEY MEN OF CHEMICAL PROCESSING . One of a serie 


Meet 
Mr. C. E. KWARTLER 


“ 
| am able, through CHEMICAL PROCESSING, to gather 


information not otherwise available to me 


“Ot particular interest are the sections on New Solutions of 
Processing Problems, Ideas, and New Literature Frequently 


| request additional data by using the handy Readers’ Slip.” 


E. KWARTLER, Ph.D 
D py nt La 
yp-Stearns Inc 


New York 


Published by PUTMAN PUBLISHING CO. 

ltt East Delaware Place, Chicago 11 

Creators of PUTMAN-STYLE Magazines 

Read by the key men who a aa 


direct chemical processing operations 





KEY MEN OF FOOD PROCESSING One of a series 


Veet 
Mr. M. P. VUCASSOVICH 
Techeicel Dit 


Gorton Pew Fisheries Company, Ltd 


Gloucester, Massachusetts 


“ 
Ms: helpful to me is FOOD PROCESSING’s method of con- 


densing maximum information in minimum reading time. 


‘My copy of FOOD PROCESSING is passed around to others in 
this organization, and articles are sometimes used as the subject 


of group meetings.’ 


ee 


Pe ae, 


MICHEL P. VUCASSOVICH 
l nical Di 
Gorton Pew Fisheries 


Gloucester, Massac 


Published by PUTMAN PUBLISHING CO 
111 East Delawave Place, Chicago 11 

Creators of PUTMAN-STYLE Magazines 

: ' Read by the key men who 


direct food processing operations 





And these Prestige-Builders 
Boger & Crawford and Greenfield 
devote 


themselves to “confidence” 


in two quite different ways (see 
cut) 

ADA and Willard focus on their 
trademark (see cut) 

And what S. Morgan Smith and 
Minneapolis-Moline are trying to do 
We're 
call it the opposite of prestige-build- 


we don’t know inclined to 
ing (see cut) 

So all those ads add up to the sus- 
picion that most people think you 
should markets 


impress export 


rather than sell them 


It’s funny with so many “ex- 


perts” around there’s so little good 
export advertising 

We've heard more theories on how 
to advertise to export markets than 
yn how to beat the races 

Trouble is 
taken a trip to 
fought in France in the First World 
War or drinks Scotch thinks he 


knows all there is to know about ex- 


anybody who has 


ever Acapulco or 


advertising 
More trouble is 


port 
the experts don't 
agree 

Result: export advertising is suf- 
fering from ignorance, hunch, tradi- 
tion and, worst of all, contempt for 
the average export customer 

So ir readers of 


help 


order to 
INDUSTRIAL MARKETING to do a better 
»b in export, we decided to apply 
advice to the fellows who should 
yw the publishers and editors 
the export press 

We wrote down a number of con 
about advertising 


epts export 


{ which we had come across in our 
ravels we didn’t just make them 
ip) and we sent what we had writ- 
to a handful of such publishers 

asking them to take a 


support or demolish those 


the statements we 


w were ridiculous as you can 
see when you reach the list. But 
ridiculous or not they were con- 
cepts which we had reason to believe 
do exist in the minds of people con 
erned in export advertising 

What a commotion we raised! 

Some of our respondents thought 
ve believed those statements, and 
they really teed off on us 

Said one: “Your approach to this 


subject seems to me to be somewhat 


flip’. I have the feeling that, like a 
number of people who just dip thei: 
toes into the export ocean and then 
feel qualified as channel swimmers 
you perhaps did not look very close- 
ly into the subject before embark- 
ing on some pretty broad state- 
ments.” 

Another exclaimed, “Where in the 
world did you ever get some of the 
ideas expressed in this question- 
naire?” Others took the trouble to 
where they 


explain patiently 


thought the some 


statements in 


cases, were off-base 


Epocas 
Peligrosas 


S.MORGAN SMITH Co. 


We think you will find it imterest- 
ing and instructive to see the results 
of our inquiry 


Here’s what we asked them 


Are these statements right 


= 


ee 





IMPORTANT 
ANNOUNCEMENT™* 


* The publishers of FLOW Magazine soon will 
make an announcement which will be of great- 
est importance to every manufacturer market- 
ing and merchandising material handling 
equipment. No advertising plans for 1952 for 
selling material handling equipment should be 
made until you know the full details of this 
revolutionary new concept for reaching this 


vast market. 


Our representatives, starting September 5th, 
will get around as fast as possible, but for those 
making early plans, write at once and we will 


arrange an immediate presentation. 


1240 ONTARIO STREET © CLEVELAND 13, OHIO 


A Division of Industrial Publishing Company 
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What will a 50% bigger 
Metalworking output mean to your 


MARKET FOR MACHINE TOOLS 7? 


is the decade of opportunity for 
those who make machine tools. Indica- 
tions are that your market is on its 
way to becoming 50% bigger by 1960 

war or no war. 


Uncle Sam's mobilization program -- 
calling for billions of dollars worth of 
tanks, guns and other “hard goods” -- is 
»ne reason for this. Metalworking 
always grows faster than industry in 
general under the impact of armament 
jemand. 

hen, too, civilian needs are growing 
remendously. The expected population 
- 





| 
f 18 million by 1960 promises a 


tantly increasing demand for things 
» . 


ruth 
woen 


What's more urgent demands and labor 
shortages require the increased produc- 
tivity that new and better machines 

on 


provide. 





Added up, this means a greatly expanded 
sales target ahead for those who make 

machine tools and accessories for grind- 
ing, cutting, turning, broaching, plan- 
ing and all other machining operations. 


THE PENTON PUBLISHING COMPANY © CLEVELAND 13, OHIO 


But keeping ahead of your competition in 
this rapidly growing market calls for 
lifting your sights to the 50% bigger 
target ahead. Make sure the men who 
operate the metalworking plants know 
your products and their advantages. 


STEEL Magazine -- by means of our con- 
tinuing census of Metalworking -- gives 
you the greatest coverage of the U. S. 
metalworking plants. And through care- 
fully planned circulation, STEEL matches 
its plant coverage to buying power. 


As a result your advertising in STEEL 


reaches well over 90% of the buying 
power in this biggest of all markets. 


A PENTON PUBLICATION 
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86 Jin dustrial Marketing 


The Answers. . 


1. The man we should reach is the owner. 

Wrong. The important man to 
reach is the administrator who does 
the ordering of the equipment 

50° of the time 

Wrong in most instances 

If he didn’t know the technical as- 
pects of the business, he wouldn't 
have his business long 

Wrong 

Yes 

The man we should reach is the 
owner, but it’s wrong that he doesn’t 
know the technical aspects of his 
business 

Sometimes, true, but not in ma- 
jority of cases 

One of the men we should reach 
is the owner 

False 


2. Plant management is in the hands of 
Americans. 
This is only partially true in some 
countries 
Right 
Wrong in most instances 
Sometimes, but not generally so 
Everybody else reported a flat 


“Wrong!” 


3. It's best to spell out the message for the 
stupidest. 

Wrong. The stupidest are not the 
ones who are ordering products 

Wrong 

Right. At home and abroad. ('!) 

Right 

Right 

Wrong 

Right 

Wrong 

Simple language 

Right 


Not much unanimity there . . just 
about 50-50. 
4. Boast, over-state. 

Everyone was against this. 
5. Respondents were asked to vote for one 
of three factors having the greatest influ- 


ence upon readers. 

“Number of local installations” 
came out far ahead of “size of com- 
pany” and “age of company.” 

6. Readers object to illustrations not iden- 
tifiable with their countries. 

Only two stated that readers do 
object. (So it’s not necessary for 
you to show sombreros, senoritas 
and coconuts in order to achieve lo- 
cal flavor.) 

7. It's smart to use cheesecake. 

Everybody was against 
8. Write copy in simple English . . you 
can’t depend on transiators. 

Answers were somewhat on the 
“right” side. But a couple of re- 
spondents said their translators 
could translate from idiom to idiom 


9. Strong competitive copy is offensive. 

Respondents tended to equivocate 
on this one . . or ducked it altogether 
By and large, though, the statement 
was judged wrong 
10. Here respondents were asked to vote 
for large space, color, or expensive illus- 
trations. 

Because this one led into their 
own pocket-books, they either voted 
for large space and for color or 
ducked it. The best answer was: 
“Tell your story use whatever 
space and illustration are necessary.” 
11. In newspapers. advertise industrial 
products more frequently in smal] space 
rather than less often in large space. 

None of those on our list were 
newspaper publishers. Some of them 
gave no answer. One said, “We do 
not believe in newspaper advertis- 
ing for technical products.” Others 
voted about 2-1 for frequency over 
size 
12. Export readers won't read long copy. 

Unanimous in stating that's false! 


13. Export readers won't read technical 
copy. 

Wrong across the board 
14. Export readers are interested in pic- 
tures of installations in U. S. 

Only two disputed this statement 
15. Export readers are impressed by “big 
names.” 

All except two believed this state- 





NEW EQUIPMENT ROUND-UP 


The new equipment round-up which featured last year’s 
Mill Check-up Number made so definite a hit with TEXTILE WORLD readers 
that our editorial friends have unanimously voted for a repeat of the idea for this year’s 


MILL CHECK-UP NUMBER 


A 5-to-1 majority of subscribers who were questionnaired on the subject voted the same way. 


So, the whole feature section of the November issue 
will be devoted to a review of the new equipment introduced during the previous 12 months. 


Which will assure for all advertisers in this important issue 
the maximum readership which advertisers are so eager to secure. 


Naturally to cash in to the fullest extent on the reader interest aroused by this feature issue, 
it is suggested that your advertisement in this issue give the complete story 

of the many ways in which your company is in position to help textile mills 

with their ever-important problem of cutting costs, 

improving production results, improving employee relations, increasing profits. 


Forms for this number close October 5 for copy to set, 
and October 12 for complete plates 
— but send your space reservation today please. 


TEXTILE WORLD 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18, W.Y. 


ca) @® 


‘AS USEFUL AS ANY MACHINE THE MILL" 
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For you who sell today’s 
ered construction markets — 


= =A UNIQUE 
OPPORTUNITY 
THAT COMES 
ONLY ONCE 
IN 100 YEARS! 


Next year will mean more than just another 12-month period to the 32,000 
members of the American Society of Civil Engineers. For 1952 is their 
Centennial Year, marking the close of a century of progress...and the 
beginning of an even more challenging epoch. 


Next year Civil Engineering, The Magazine of Engineered Construction, will 
be read with even greater interest than ever before. It has meant much to 
the engineered construction field because of the excellence of its editorial 
content. Published by the American Society of Civil Engineers since 1930, 
when its membership was only 12,000, Civil Engineering today not only is 
read by a membership of 32,000, but by 3,700 non-member subscribers as well. 


Civil Engineering is the meeting place where those who make construction 
history and practice, report ... and read about it. Civil Engineering has first 
call on every story of construction achievement that the 32,000 members of 
ASCE have to tell. 

In observing the Society's first Centennial, Civil Engineering is taking further 
strides in all departments. It will offer even greater editorial coverage, while 
intensifying its reporting of equipment subjects—and readership among 
contractor engineers will be extended. 


By making 1952 a Civil Engineering year, you can take advantage of a once- 
in-a-hundred-year opportunity. This is your chance to dramatize your com- 
pany’s contribution to construction progress. Plan particularly for the “A 
Century of Engineering Progress” issue in September 1952. Write for facts. 


wit J @ 
GINEERING 


Magazine of Engineered Construction 


oe a = ee hh 4 Published by 
Tet ees. Vesoeteaa : he American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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FOUNDRY MARKETING GUIDE 


A 48-page foundry marketing GUIDE for adver- 
tising managers, directors of sales and their 
advertising agencies. Contains an Atlas section 
defining the concentration of foundry capacity in 
96 marketing areas in terms of employment and 
production (with special treatment of leading 
foundry areas for accurate sales analysis). Has 
State section devoted to analysis of foundry 
capacity and employment in each of the United 
States and Provinces of Canada. Includes com- 

rehensive list of Foundry Supply Houses and 

gents. An outline Foundry Market Area map 
facilitates user-analysis of own sales potentials. 
Ask for a copy on your company letterhead. To 
be released October 15 





FOUNDRY DATA FILE 


“Sizing Up The Foundry Market"’ 
presents new facts about this mar- 
ket, its growth, its future and its 
coverage by FOUNDRY. Complete 
information on circulation, reader- 
ship, editorial, and mechanical 
details. Includes condensed four- 
page Data File with information as 
recommended by the National 
Industrial Advertisers Association 
A must for every media file. Just 
published available for immedi- 
ate distribution 


PENTON’S FOUNDRY DIRECTORY 


A geographical listing of all foun- 
dries giving names, addresses, 
metals melted, melting equipment 
used, and departments operated. It 
lists every one of the more than 
5,000 foundries in the U. S. A. and 
Canada and is available at 
reasonable cost. Publication date 
Septernber 15 





FOUNDRY 


Editorial and advertising pages keep foundrymen 
up-to-date with news and developments in this 
field. Over 45,000 readers insure an uctive, recep- 
tive audience for your sales messages. 








OPPORTUNITY 


and how fo grasp it 


gy are a number of things to remember about 
the Aoundry Market when making plans for ‘52. 


V/ Foundries make up a basic, mass-production industry. 
t is so basic, in fact, that the great majority of 
machinery and metal goods manufacturers are 
dependent upon foundry products. Castings are used 
as end products or as components in 90% of the 
durable goods manufactured. 


2. Foundries are a market in themselves . . . part of 
no other market. They are closely related by com- 
mon problems, many of them peculiar to foundries. 
There is a tremendous volume of business at stake in 
foundries—and well worth going after with an inde- 
pendent and intensive sales and advertising effort. 


3. Foundries show a healthy growth. In 1939, cast- 
ings produced amounted to 7,000,000 tons and out- 
put climbed to 12,000,000 tons in 1943. In 1950, over 
16,000,000 tons of finished castings were produced 
with a value of $3 Billion. 


Reaching every foundry employing over 50 
+++ and 86% of all others 


Helping You Sell To Foundrymen 


WHEREVER METALS 


4. Foundries have a future. Manufacturers, econo- 
mists and bankers estimate that durable goods sales 
—iron, steel and non-ferrous products; electrical and 
non-electrical machinery and equipment; automo- 
biles and other transportation equipment—will climb 
from $81.5 Billion in 1950 to $120 Billion in 1960 (in 
terms of 1950 dollars). With the tremendous tonnage 
of castings used in these products, the foundry 
industry can be counted on to continue the upward 
trend at an accelerated pace. The government esti- 
mates 22,750,000 tons of castings in 1953—an 
increase of 42% over 1950. 


THESE NEW FOUNDRY SALES AIDS 

Through FOUNDRY’s comprehensive biennial census 
of the foundry industry, these sales aids have been 
prepared to help you gauge the foundry market 
potential for your products and services. Get in 
touch with your nearest FOUNDRY representative or 
write us direct for any or all of these factual studies 
and lists. You'll find them a complete merchandis- 
ing service that will help make your advertising 
more effective. 


ARE CAST 
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this caption 
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representatives 


throughout the world 
written by BERT 
Link-Belt 
FRED ALEXANDER and SPENCE HILI 
both of Klau-Van Pieterson-Dunlap 
Associates, Milwaukee, Wis 

We like the Syntron ad (see cut) 


tells, in 


An excellent ad 


JONES, ad manager of 


because it pictures, what 


the company makes 


We 
identifies the product and telegraphs 


like the Galion ad because it 


the highlights 
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Monsanto ads because they catalog 


na broad way, the products they 


We like 
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the McCulloch Motors ad 
gosh-awful layout) 


because it is straight product de- 
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eneral 
exhibits 
& displays 
1ne, 


convention exhibits 
museum exhibits 
commercial interiors 
merchandising displays 
sales presentations 
2100 NORTH RACINE AVENUE models 
CHICAGO 14, ILLINOTS dioramas 
animations 


DESIGNERS AND PRODUCERS 
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Where product designers need help. 
PART | 

Where product designers’ search 
PART II for products begins. 


The problem of finding more than 
one source of supply; the time 
factor in product selection 


The kind of product information 
PART lil designers want. 
Product application and perform- 
ance; physical characteristics, 
operating and service character- 
istics; dimensional characteristics; 
methods of fabrication and 
installation; cost 


Where designers look for 
PART lV product information. 


Checklist of information for 
FREE —thicty-six 8% x 11 pages of ideas on the selection APPENDIX product designers. 
and preparation of effective product information for , 
design engineers. 


FOR THE MANUFACTURER WHO WANTS MORE SELLING 
OPPORTUNITIES in THE ORIGINAL EQUIPMENT MARKET 


D0 you KNOW: The product design and development men in 
; .«.that finding suitable materials your prospects’ plants are the key to sales. 
and components often gives product if you don’t show them how your product 

designers a tough time? fits their needs — no sale. 


This new handbook, “What Product Designers 
2 Gat even complete product Want to Know about: Materials; Finishes: Com- 
specifications may not tell a product ponents,” points out clearly what you can do to 
designer that you have what make sure that more of your best prospects po 
he wants? consider your product. 

Actually, product design and developme 

... that product designers need to themselves A mien this handbook. (That's what itis, 
have the bare facts interpreted in literally—a haridbook of what designers say they 
terms of their requirements? need to know about products.) . 





HERE'S HOW IT WAS DONE 

We engaged an independent research organization, 
especially qualified in getting technical people to 
“come clean.” The interviewers called on a carefully 
selected list of product design and development 
engineers and recorded what they said about their 
product procurement problems, procedures and 
needs. 

The information these personal interviews devel- 
oped is truly an eye-opener. This handbook organ- 
izes the most significant parts of it in a manner that 
tells you... 

. how designers go about finding the products 

they need to make their ideas work; 

.the troubles they run into in their constant 
search for what they want; 

. where they look for product information and, 
most important of all... 

. the KIND of information they want—the kind 
of information that enables them to identify your 
products with their needs and induces them to 
get in touch with you. 


KEY TO BUYING ACTION 

Read this handbook for a fresh slant on how to talk 
to design and development engineers so they'll listen 
—and AcT. 

It shows you how easy it is to get these important 

people interested, when you give them the right 
information, where they are accustomed to look for 
it, when they need it. 
HOW TO GET A COPY OF THIS HANDBOOK — FREE 
Simply fill out the coupon on this page, or write us. 
We will be glad to send you a copy with our compli- 
ments. If you put the ideas in it to work, more 
product designers will see how your product 
matches their needs and you will have more chances 
to make profitable sales contacts. 





NF eR Rate 


: 
: 
; 


ri SWEET’S CATALOG SERVICE . . . Please send me a 
Swe ef S free copy of your new handbook, “What Product 
Designers Want to Know about: Materials; Fin- 
C at ql 0 g ishes; Components.” 
service 


Designers, Producers and Distributors 


COMPANY 


of market-specialized catalogs 


119 W. 40th STREET, NEW YORK 18,N. Y. 
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We like the Fairbanks-Morse ad 
because of the headline, “No Other 
Diesel So Easy to Service” and the 


copy which substantiates it 


We like the American Cyanamid 
Written by the advertising depart- 


ment of Clark Equipment Co., Battle 
Creek, Mich., and the copy staff of 
Marsteller, Gebhardt & Reed, Chi- 


cago 


ad because it talks to the export 
market just as it talks to the domestic 
market 
We like the Norton ad because 
goes after an inquiry just the same 
t would in this countr+ 


* Boost-ol-the-Month . . Pape: 
® And we like particularly the na- Tell it to Kimberly-Clark must be an extremely difficult item 


eC] a eS . 
Clark Equipment Co. gets fn ttn eoctangn coven to to advertise. Otherwise, it wouldn't 
sees ; o. ctataes ond yee OREN : 

ountry-Sy-country series , be the sorriest classification in all 
on Germany, another o1 business advertising. So we admire 


me about Chile the way Kimberly-Clark got around 


the paucity of good product infor- 


mation with its new series called 
Tell it to Kimberly-Clark an 
dea excha nge service for advertisers 
and buyers of printing.” The cus- 
tomers do the work send in items 
related to sales promotion and 
K-C puts them together, along with 
productions of the pieces described 
and nice little art “spots,” and pays 
a $50 defense bond for each 


We'll bet this series builds up some 
Kimberly-Clark Corporation —.- -. 


ee 


readership . . and some acknowledg- 
ment to Kimberly-Clark 


The ad was written by HARVEY 





"Hospital Management is clear, 
concise, and up-to-the-minute 
on procedures, policies, products,” 


Se 


J. D. RILEY, M.D. 


Superintendent 


ARKANSAS TUBERCULOSIS 
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SANATORIUM 


EDITORIAL DEPARTMENTALIZATION 
MEANS EXTRA READERSHIP FOR YOU 


Because the operation of a hospital is no one-man 
job — because procedures are set up by one indi- 


vidual, policies established by another, and prod- 
ucts specified by many executives — the editorial 
departmentalization of HOSPITAL MANAGEMENT 
assures you of readership at all levels of influence. 


This, of course, has been fully established by 
survey: 88.56% of all hospital superintendents reg- 
ularly route the publication to their assistants and 
department heads. Further, actual readership is 
dramatically proved by the fact that our last anal- 
ysis of inquiries for new product information showed 


Hogadal ®2@ 


71 different titles— demonstrating not only our 
phenomenal penetration, but conclusively establish- 
ing the need for such penetration if the advertiser 
is to do an effective selling job. 


This readership-in-depth — multiplied by leader- 
ship in paid hospital circulation and coverage - 
makes HOSPITAL MANAGEMENT your most effi- 
cient selling tool in this great $3.5 billion market. 
... A truth reflected in the fact that advertisers are 
giving HOSPITAL MANAGEMENT the largest reve- 
nue in its history, with more new accounts than 
ever before. 


E TODAY for your copy of our Reader Penetration Survey 
e Ad-Reader p Analysis; Hospital Architects Survey 
i yuipment Survey; Pharmaceutical Buying Study 


Management 200 EAST ILLINOIS STREET . CHICAGO 11. ILLINOIS 
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lf you’re selling to the manufacturing industries . . . 


SELL THESE MEN AND. 


THE PLANT OPERATING GROUP 
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MAINTENANCE 
SUPERINTENDENT 
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YOU'VE SOLD YOUR PRODUCT 


The industrial salesman is the most important 


and most expensive factor in a selling program. 


That’s why he needs the help of industrial advertising 


VICE PRESIDENT 
in charge of OPERATIONS 


FACTORY SUPERINTENDENT 


PRODUCTION CONTROL 
SUPERINTENDENT 


We, wl 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


Obviously . . . if the industrial salesman is to make most 
effective use of his productive ability, he cannot afford 
to devote his valuable time to the dozen and one 


chores which can be more economically done by other 
methods. 


But when properly executed advertising is performing 
its important functions consistently, the industrial sales- 
man can concentrate much more of his limited working 
time on the jobs he alone can do— and do best. 


In the case of the Plant Operating Group, advertising 
has an even greater job to do. For Plant Operating is 
numerically the largest group of management men in 
the manufacturing industries . . . and it is a rapidly 
growing group. 


Manufacturers of industrial equipment, tools, supplies, 
or services realize that their salesmen, with few excep- 
tions, must sell more men in the Plant Operating Group. 
They realize as well that industrial advertising is the 
cheapest way to contact these plant men. 


That’s one of the reasons, of course, why advertisers © 
invested more of their dollars in FACTORY in 1950 
than in any other monthly business magazine. Because 
FACTORY has more circulation and more readership 
among Plant Operating Men than any other industrial 
magazine published. 


/ 
/ a Ole 


Meenber of Avsecianed Bevimess Pubic trem: 
end hadi! Boreas of (irceierions 
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CLEMENTS, copywriter at Foote, Cone 
& Belding, Chicago 


Reprints of editorial feotures ore 
offered here as a specio!l service 
to IM readers. Please send number 
- ond name of article with exoct 
Answers to Correspondents * Te Tl I ) oS amount in coin, stamps or check to 
W. F. H. See what you started”? The Editor, industrial Marketing, 
A. F. D. Thanks for the samples a get eee y 


M. W. G. Handsome layouts, indi- of Industrial Marketing credit orders under $1. We'll be 
vidually but, since you're com- hoppy to bill you for lorger sums 


@ Send for available 


mitted to changing color, why don’t feature articles 
you standardize on format, illustra- 


tion treatment, typography and sig- 
nature? Copy OK 

J. R. A. Very good, but we can't 
let your company monopolize this 
space 

nm F ©& You've got more than 
enough good stuff for one ad. Un- 
less your masthead is well estab- 
lished, we'd favor some pictures; it’s 
pretty hard to get the reader into an 
all-type ad. Also why not try a 
typographical change of pace, item 
by item? 


The Copy Chasers 








Minard new Trane president 
after rise from sales trainee 


® LACROSSE, WIS Donald C. Min- 
ard, who joined Trane Co. 26 years 
ago as a trainee for an engineering 
sales position, has been elected 
president of the company 

The 48-year-old executive, who 
graduated in mechanical engineer- 
ing from Iowa State College in 1925, 
erntered the company the same yert 
and subsequenily rose to manage: 
of heating sales and later sales man- 
ager. He became a vice-president in 
1936 and executive vice-president in 
1945 
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How to use Starch readership reports 

by Howard G. Sawyer, July, Aug., 1951. 15k 

Today's sales incomes can get out of hand . . stop them 

by Birney Miller and B. K. Moffitt, June, 1951 10c 

How 551 advertising agencies placed space in business papers in 1950 

March, 1951, 10c 

A guide to better publicit 

by members of the Industrial Publicity Association, New York. 75c 

What industrial advertisers plan to do in 1951 

by Bob Aitchison, Jan., 1951. 15¢ 

Four way & for an advertising ogeney to make a profit 

by Ira Rubel, Nov., 1950 

How industry buys 

by John H. Platten, Oct., 1950. 15c 

Business paper volume for 1949 analyzed 

by A. R. Venezian, Aug., 1950. 15c 

How a product handbook c =e your ad results 

by Robert D i Suly, 19) 

How business papers can meet their new competition 

by William A. Marsteller, April, 1950. 15¢ 

Decentralize sales force for more effectiveness 

by Glen H. Treslar, May, 1950. 15c 
. and how to right them 

by yt B. bgt my May. 1950" 1950. 5c 

A bigger audience calls for better annua! reports 

by Richard H. Bailey, Jan., 1950. 10c 

Selling to engineers? educate them, but 

by Huxley Madeheim, Oct., 1949. 15¢ 


Adve: doesn't pay unless you have a job for it 
by y- ny by Oct., 1949. 15¢ 


How to use gra in industrial advertising 
_ L Leenesa | ilips, Sept., 1949. 10c 

a Ay should know about industrial buyers 
suly 
How to measure results of industrial advertising 
by William A. Marsteller. May, 1949. 15¢ 
Guia for f on 
by Frank D. Newbury, Aug.-Jan., 1948-49. $1 
16 ways to sell to qagtaneene frowns 
by J. T. Bennett, Apr., 
How to make external publicat esas o.. 
by Harrison M. Terrell, "Oct De ~Dec.. 
ee the line open between 

obert Newcomb & Marg ky May- Sez. 1948. SOc 
A went to four-color inserts on = cut budget 
4 de moay Stubbs, June, 1948. 10c 

1 ‘s closing ratio 











oe] H. we Bluethe, Oct 1948. 10c 





U newspaper ad ising to spot i ia] buyers 

by Wilhelm Ferdinand, Aug., 1948. 10c 

When your customers order “Te pee 

by Raymond H. Jacobs, ry 

How can I find what type t 

by A. Raymond Hopper, Ror. “ioe 10v 

Techn: that will make your copy pull 

Copy asers, Apr.. 1948. 25¢ 

Mark — istribution costs 

by Richard D. Crisp, eb. 

How to avoid § common alain te inten eneenen 

by Burton Bigelow, Nov., 1947. 10c 

Selling in the buyer's market 

by L. Rohe poe en Feb., 1948. 10c 

The effectiv P d advertisements 

Sept.-Nov., 1947. "Se 

12-page reprint oummnery of Repeat Ad Study, made under idance of a 

— steering committee of industrial es rtisers, agencies and pub- 
+ ag Single copies 75c; 10 be more 50c each; 25 or more, 25c each. 
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Hing! Jesse H. Neal, Sept., 1947. ioe 


The orchestration of type 
by A. Raymond Hopper, Mar., 1947. 15c 


Aousn ent relationshi 
by C. E. Gischel, July, 1906 10c 





Component Parts for Instrumentation 


Are on the Move... =©=—— > 
to the 24 Chemical 


4 
a 


and Process Industries! 


Electron tubes 
Transformers 
Vacuum tubes 
Rectifiers 
Amplifiers 
Photocells 
Resistors 
Rheostats rR Tremendous quantities of these basic 
Switches ale elements are moving into the vast Chemical 
Jee and Process Industries — changing the 
entire concept of plant design and operation, 


ae 


\ 


Controls 
Relays 


Motors i. They become part of the complex structure of 
Meters Ey ; j spectrophotometers, flow-cell colorimeters, mass 
Lamps /| rm spectrometers, infrared comparators and similar scientifie 
instruments, which are being quickly adapted to industrial 

instrumentation, control and analysis, 


The chemists, engineers and physicists who develop and 

design these instruments are the buyers and specifiers of the component parts, 
Your product gets their attention in the pages of ANALYTICAL 
CHEMISTRY ; for ANALYTICAL CHEMISTRY stands alone in the Chemical 
and Process Industries as the Workmagazine for Instrumentation, 

Control and Analysis. 


— & . t >a 


ay 


CHEMISTRY 


The Workmagazine for Instrumentation, Control and Analysis 





An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 
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What makes this 
analog computor “th 


The new office size electronic computer made by 
Reeves Instrument Division of Claude Neon, Inc. 


20 servo omplifier units like this make the 
REAC solve compiex trigonometry problems. 


THIS STORY HAPPENED to be about an analog 
computer. And about servomechanisms. The prob- 
lem could have been microwaves or meters . . . motor 
and control application . . . or printed circuits. Its end 
product might have been machine tools, food pro- 
cessing machinery, or military electronics. 


For in designing or engineering any product that is 
electrically powered and controlled, textbooks go out 
of date with almost every tick of the clock. Creative 
minds are continually developing new ideas—or new 
uses for familiar ones. And ELECTRICAL MANUFAC- 
in a broad and fast- 


TURING serves a vital need 


expanding field. Engineers need the opportunity to 


exchange ideas with others. Whatever the engineers’ 
skill... they need contact with other designers’ ideas. 
And for electromechanical problems, the place for this 
meeting-of-minds is ELECTRICAL MANUFACTURING. 


ELECTRICAL MANUFACTURING reports product news 

. analyses new techniques . . . covers both the 
electrical and mechanical aspects of a product design 
problem, from the first schematics down to the last 
lick of paint or finish. It covers the problems common 
to all the designers and engineers in more than 9,000 
plants making electrically operated products... turns 
them into one dynamic market—a market for billions 
of dollars worth of materials and equipment. 





The new “office size” analog computer challenges the 
engineering 


WHAT...HOW...WHY ? 
Every issue of ELECTRICAL 
ACTURING covers a wide 
of design and engineering 
. In the current issue 
you'll find . . . 





HE 
( 
i 
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CAST-RESIN EMBEDMENTS 


New materials and techniques for 
embedment and encapsulating of 
circuit subunits. 








F EE 


i, 


I 


NUCLEONIC INSTRUMENTS 


Instruments that measure nuclear 
radiation, and the special problems 
involved in their design. 





z 


@ major contribution by expanding their 

to electromechanical jobs. It has shown how to design 

and use servomechonisms ... explained their principles 

. .. kept watch for new applications and analysed 

their characteristics as a guide for the men engaged 
ing ...as in the recent article that 


Electrical | 
Manufacturin 


Upp 


THE GAGE PUBLISHING COMPANY 
1250 Sixth Avenue, New York 20,N. Y. 
Publishers to Industry Since 1892 


ELECTROPLATED COATINGS 


Factors to consider in specifying 
plated coatings for surface 
protection and appearance. 





DUAL-ELEMENT FUSES 


How and where these devices may 
be used to combine motor overload 
and short-circuit protection. 





ELECTRONIC DRIVES 


How new variable speed drive 
employs bridge circuit to supply 
power to field and armature. 


++.@nd many more 


I ulacturing 


A 


THE DIRECT SALES APPROACH TO ALL MANUFACTURERS OF ELECTRICALLY OPERATED PRODUCTS 





employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Weirton editors aim twice. . 


at employes and jtownspeople 


® MANY INDUSTRIAL MANAGEMENTS are 

looking with new favor upon the once 
ly “house organ.” They are dis- 
vering that a soundly conceived 

ntelligently administered company 

publicatior for employes cal serve 

nany purposes in industrial and pub 
elations 

states 


Une compa! president 


Our organization has expanded 
ither rapidly, and many men work- 
ng in the mills are not familiar with 
to 


their surroundings, and so seem 


know little of the traditions and 
policies of (our) company. A study 

the situation convinced me there 
ire many things of interest to our 
employes which can best be brought 
form of works 


ysut through some 


public ation, issued regularly to each 
employe. I am convinced that through 
such a publication we can all be 


brought a little closer togethe by 


being better nformed 

Evidence of modern streamlined 
thinking, this might have been said 
executive the 
day before Actually it 


was said back in April of 1934, and 


by an alert company 


vesterday 


appeared in the first issue of an eight 
page newspaper-style publication 
produced for the employes of Weirton 
Steel Co., Weirton, W. Va. In the 
field of 


Weirton was already well up among 


employe communication 


the leaders, and has maintained 
that pace ever since 

Not long ago, Weirton made his- 
tory in communications. By execu- 


tive fiat, the industrial relations de- 


104 / 


partment was subdivided into five 
groups, each headed by a director re- 
te 


porting to a vice-president. One of 


these groups, significantly enough 


vers “publications and publicity” 
and the director of this branch is 
now one step removed from the top 
policy level. (IM, August, 1951; p 
71). In Weirton, the chief of employe 
publications holds a position in ac- 
cordance with the heightened im- 
portance of his work. It should be so 
nh many companies, but isn't 


To make certain the Weirton pub- 


Editorial Conference . . 


Industry's relations with 
Employes/Stockholders 
Distributors/Suppliers 


Neighbors 





lication, “Employes Bulletin,” re- 
mains approachablg, the staff is now 
established in a neat, pleasant house 


Weirton Here 


employe readers feel perfectly free 


in the community 
to drop in and chin with the staf* 
and that, too, is the way it should bh 
In some respects, the history of the 
Weirton “Bulletin” is not unusual; 
however, in certain important facets, 
it is unusual, inasmuch as it can well 
serve as a guide for companies be- 
latedly entering the communications 
field. And, too, it’s particularly ap- 
plicable to the company in a small 
where good neighborli- 
Weirton ac- 


was incorporated only in 1947 


community 
ness counts for much 
tually 
(Thomas E 


is also the town’s mayor 


Millsop, the company 
president 
recently re-elected). It has the sound 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


A heavy investment in light metal is electric utility output alone has been in- 
Reynolds Metals’ $80,000,000 aluminum re- creased by more than 20 million kw-hrs! 


duction plant nearing completion on a 2,000 " : : 
SOUTHERN Power AND INDUSTRY is edited 


acre site at Corpus Christi, Texas. é a . . . 
- I expressly for this fastest-growing industrial 
; ” t. t pu advertising i t . : 
lo supply its electrical requirements, 78 marke It puts advertising in touch with 
: millions of dollars of Southern and South- 
internal combustion engines, consuming ap- 
; aA : western buying power unreached by national 
proximately a million cubic feet of natural fa aes or a ge , 
‘ industrial publications. Write for the facts. 
gas per hour, will drive generators with a Z aA 
You will want to schedule extra space for SPI. 
capacity of 176,000 kilowatts! 


This installation is typical of many others - 
i : Southern Power and Industry 
throughout the thriving, growing South and 


Southwest. Since 1945, in these 19 states, 806 Peachtree St.. N. E. Atlanta 5, Georgia 


September i951 / 108 





of a small but ac- 


vast Pitts- 


rural community 
tually is the heart of the 
burgh steel district 

As background for a communica- 
tions program that works, chiefly by 
means of an employe publication, it 
might be noted that Weirton is the 
largest independent producer of tin- 
plate. An independent union exists 
in the mills, recognized and certified 
by the NLRB. The company has 
13,500 employes, 2,000 of them old- 
timers with service records from 25 
to 47 years 


The “Employe Bulletin” has con- 


tinued to be a newspaper-type pub- 


lication of the slick variety, but ove 


the years has inclined more and 


more toward pictures 


Characteristics . . One feature that 
Bulletin” 
tabloid 


makes the unusual 


that this fat besct 


Mar 


job up years ago, put 


isn't 


management road-blocks 


ment set the 
man in charge of it, and told 
“an ahead 


The publicatior Nas 


moving ever since improvin 


each issuc nother unusual chara 
teristic is that the publicatio 


hampered by a strict budget 


company acknowledges that n 
spend money to get results. Manag 
ment has confidence enoug? 
editors to know they will use 
wisely 


Many 


erating on 


publications today are op- 
Many are 


haphazardly 


1935 budgets 
ypperating on budgets 
by company officials who had no 
of what a publication ought to 


Bulletin’ 


s free of such old-world restrictions 


st in the first place. The 


Still another outstanding feature of 


tre Bulletin is that its appeal goes 


beyond the plant gates. The conver 


tional employe publication concerns 


almost exclusively with what 


é immediate employe 
arely reaches bevond the 
ther to make a special appeal 
outsider or to cover a news 
ff general interest. The Bul 

tin’ does both. Acting as a supple 
ment rather than a competitive force 


n relation to the it views 


local press 


lf as the good pictorial right arm 


of the local paper 
The circulation of the publicatior 
addition to 


the 18,000-odd copies picked ip by 


s increasing steadily. Ir 


mills and of- 
fices in Weirton and Steubenville and 


and 


plant employes at the 


at the mines in Isabella, Pa 


TOPE UCU OCCU CCS UC CUCU eee rrr) 


W. Va 


OOO « opies are 


Morgantown than 17,- 


more 


mailed monthly to 


readers in every state in the union 


and almost every country around ihe 


globe. Almost 5,000 copies are plac ed 
on newsstands in Weirton and Steu- 
benville, to be picked up by readers 
who are not employes. In additior 


the magazine is sent to ministers 


ool teachers and prince ipals, pre 


' 
fessional 


people and other opinion 


The com- 


is well aware the publication s 


nolders in the community 

pany 

yne of its strongest tools of good p ib- 
relations 

logical to assume that 

Weirton is a 

what fits into the 


It would be 
since one-company 
town scene there 
wouldn't necessarily fit a single plant 
f a multiple-plant company in a: 
industrial neighborhood of a big city 
wouldn't it? The 


plant of the multiple plant company 


But why single 


has just as great a need for com- 


munity understanding and accept- 


ance as Weirton, and possibly, be- 
ause of the non-resident character 
of the 


management, the need would 


be even greater. Regardless of lo- 


cation, the plant is surrounded by a 
community and has neighbors to live 
with 

Critics of industrial journalism may 
look aghast at 
the “Bulletin” publishes; the 


nal matter 


some of the articles 
exter- 
that doesn’t seem to re- 
late to the company or its employes 


Actually, all the 


cation, but the editors regard their 


material has app! 


readers not only as members of a 
company, but also as residents of the 
community. The editors go into the 
community for much of their mate- 
rial probably more than most em- 
ploye publications. As the editors 
themselves have remarked, “We have 
found that it pays off because most 
of the job benefits in industry today 
are enjoyed off the job.” 

A few weeks ago, the U. S. Cham- 
ber of Commerce held the first of a 
series of conferences on communica- 
tion. The meeting took place in Chi- 
cago, where the halls were packed 
concrete evidence of management's 


interest in the topic of communica- 





TO SERVE YOU BETTER... 


Ue asked! WESTERN UNION to 


call 35,000 EXECUTIVES for us... 
to Verify our Circulation lists 


Here’s what 


DID FOR YOU 





WESTERN UNION | WESTERN 


AND FOR US— 








W. P MARSHALL, Preroenr 





JNION 





Each of the 35,000 names furnished, Western Union verified COM- 
PANY name and address by telephone. 
Western Union verified name of INDIVIDUAL and his TITLE. 
e Determined products made by plants reached by the BLUE BOOK. 
e Secured the INDIVIDUAL's name and TITLE in charge of machine, 
tool and production supplies buying, if neither name or title was 
shown on our stencil. 
Secured name of Plant Superintendent if no other name or title 
could be obtained. 
Post Office zones were inserted if omitted, or corrected if incor- 
rectly shown. 
Each listing sheet (see sample at left) was certified by local 
Western Union operator, with signature and rubber stamp of city. 

















A typical work-sheet Certified by Western Union Operator 
This is the form we supplied to 1642 Western Union offices 
The yellow strip clong the left margin is sour circulotion 
golley ond is posted to the form. Opposite each name on 
the golley strip, is space provided for the Western Union 
operator to fill in, check or verify the information needed 
for ovr records. Along the right hand margin appears the 
signature of the Western Union operator who verified this 
sheet. 


A Hitchcock Publication 


GS) Gog 


What this means to You as an Advertiser 


Just this — that now more than ever, YOU CAN BE SURE of the readers 
of MACHINE and TOOL BLUE BOOK. You can be sure they WANT this 
publication — with its powerful reader interest, already proven by many 
independent surveys. More than 95% of the BLUE BOOK mailing list 
is personalized. 

You can be sure that every copy of MACHINE and TOOL BLUE BOOK 
is directed to the right man. Tabulated results prove more than ever that 
MACHINE and TOOL BLUE BOOK is the Readbook of the Metalworking 
Industry. 

You can be sure that every man on our circulation list is either a 
buyer or can influence purchasing, and therefore a logical prospect for 
your product or service. 

You can be sure of advertising results — because the right editorial 
formula, directed to the right audience of buying executives builds high 
reader interest — an unbeatable combination for SALES. All you have 
to do, is be sure your sales message is right. You'll get RESULTS at 
lowest cost. 

Schedule a vigorous campaign NOW for your product throug’ 
oe and TOOL BLUE BOOK and see how it can help increase your 
sales, too. 


Mackie and Toot BLE BOOK 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 

















| Ogoin.. RAILWAY AGE; 


SY 


in new 
1951 SURVEY RESULTS 





survey 
; Chairmen, Pres., etc 
Railway Management Ouercing 
e Traffic 
men vote it Account... Fin., Legal 


Publ. Rel., Per 
” ” 
— most helpful Mech. & Elect. Officers 


” * ”“ Eng. and Maint 
—"‘Does most for field i: aattinnes ” 


. Pur. and Stores 68 58 
—by 8 to 1 margin CC ond AAR 4 r 
Others 64 60 


TOTALS 1,987 1,636 














RAILWAY AGE 82.4% ‘This total represents the number of respondents to the 
Modern Railroads 10.6%  qvestion: “Which publication contributes the most to the 

. All others 13.6% railway industry?” Some listed more than one publication 
and these votes are credited to each publication. As o result 


the percentage vote given necessarily exceeds 100% 


Advertisers, too, pick it 2 to 1 


largest paid circulation 
of any Railway Business Paper 


Railway Age 

Reilway Purchases & Stores paid circulation gains 
Railway, Mechanit a! & Electrical Engineer top 60% since May, 1950 
Railway Engineering & Maintenance 


(aii oy Signaling & Communications 82% subscription renewals 
(June 30, 1951) 


alceleleUelai-lemicla <ollM coh miatela<ciilalemialiclaulelitels 





— Madouhip i confimad~ by Bt 1% 


copy like this helps make RaiLway AGE the Top Railway Paper 
A substantial portion of Rauway Acr’s editorial content is devoted to de- 
veloping the interest of top management in the products that help them 
increase profits and reduce operating costs. In fact, railway management 
men, themselves, play a major part in Ramway Ace’s editorial leadership. 
You'll find articles written by men with titles like presidents, superinten- 
dents and chief engineers, and they are usually discussions of improvements 
to service and facilities that, invariably, involve new or improved materi- 
als or equipment. 








all 
| New Great Northern Passenger Cars 


Cae cemnmee: made esenee pages 216 1 ao 











| ee 




















(in editorial a) 
$$ 


Typical 7-page RatLway AGE 
article that discusses in thor 
ough detail an improvement to 
service and facilities involving 
new equipment 


{ - ads - is RAILWAY AGE | 
- 


AMERICAN CAR & FOUNDRY 
4-page insert shows an aware- 
ness of the strong reader inter- 
est in product benefits and 
economies and explains their 
particular product’s advan- 
tages in quickly understanc- 
able pictures and text. 





New York 7—30 Church Street 
RAILWAY AGE *s™Monstoaroman Scots 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 
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kee, and Arthur Boike, exhibit man- 
ager, Link-Belt Co., Chicago, “How 


to Get Tangible Results to Evaluate 
Exhibits.” 

George Bills, advertising manager, 
Van Cleef Brothers, Chicago, and 
Brad Williams, sales promotion man- 
ager, Masonite Corp., Chicago, 

of industrial sales and advertising Stienieien Gade Ghow Ge 
hibits.” 

Ernie Harris, display director, Ab- 
bott Laboratories; C. J. Michael, ex- 
hibits manager, Crane Co.; Barney 
Mead, exhibit manager, Hotpoint 

a Fred Jones, advertising manager 
EAC celebrates 25th anniversary Creamery Package Mfg. Co., all of 


Chicago, “Mechanics of Planning 





-roducing E s.” 
500 ad men will attend hibit manager, X-Ray Dept Gener- and Producing Exhibit 


. , Attendance is open to non-mem- 
al Electric Co., will welcome dele- 


occin: Mies cniceiliaaiits tind Canihiats tie bers. Registrations may be made 
Sediestetad chav eubiits ait ; through EAC or Paul Flum, ar- 
Richard DeMott, president, SKF 

® CHICAGO About 500 advertising Industries, Philadelphia, “Story of 
rs and agency and display EAC”: Charles D. Scott, superviso: 

ves from many parts of the if exhibits, GE, “EAC Show Audit” 

are expected to attend the William Eisenman, manager, Na- 


ynference of the Exhibitors tional Metals Exposition “Show 


rangements chairman, advertising 
manager, Shotwell Mfg. Co., 3501 W 
Potomac St., Chicago 


Corning Glass Center does 
institutional job for company 


n celebration o Management Looks at the Exhibi- ® CORNING, N. ¥ Three months after 
— Dominico Mortellito, designer the Corning Glass Center was open- 
ia E. I. DuPont; Millard J. Hooker ed officially by Gov. Thomas Dewey 
program of addresses, panels advertising manager, Dow Chemical > thee treo ohana les cues: Maen 
ypen discussions will cover all Co., Midland, Mich., “Content of Ex- 100,000 persons 
s of exhibiting from planning hibit Space”; and Hal Burnett, Bur- Site wan seve le BP. i 
production to merchandising nett Logan, Chicago advertising James, director of public relations 
valuating, including problen ae How to Get Publicity for Corning Glass Works centennial 
and small companies. Some through and for Exhibits.” in an address to the Exchange Club 
mbers attended the conf: Panel speakers will include of Mew York 
ast year in New Y :; A. R. Tofte, advertising manager The center was established to com- 
President C. H x Allis-Chalmers Mfg. Co., Milwau- 


memorate the centennial of Corning 
Glass Works and was devised with 
the idea of interesting employes, 
stockholders customers suppliers 
scientific, artistic and educational 
professions as well the public 

The glass center, aside from its 
public relations value, has also 
proved its value as a stimulus to em- 
ploye pride in and understanding of 
his job, as well as a good investment 
in plant-town relationships, M 


James said 





School Publishing Corp. . . 


A 


Roads & Streets . . ha 





evelopments come fast in the 
hemical Process Industries... from laboratory 
to pilot plant to commercial production. 
That’s why management men read CHEMICAL WEEK 
... it’s first in the field with the news affecting 
their interests. With crisp reports and dollarwise accent, 
it’s designed for busy chemical executives. 
CHEMICAL WEEK is management’s own magazine 
.a must with the men who guide 
America’s fastest-moving industry. 


CHEMICAL WEEK, alone among process publications, 

is addressed to the business problems of the industry. 
That’s why it’s preferred at the management level 
...the accent is on commercial interests. 

And now, as the fastest-growing magazine in the field, 
CHEMICAL WEEK provides a high return 

on your advertising dollar 

...custom coverage of management men 

in the rich chemical process market. 


Chemica 


AGEMENT MEN ARE TALKING ABOUT.... ee 





ABC + ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 18, NEW YORK 
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COATED PRINTING PAPERS 
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Distributed by 


ALABAMA 
Bure om Sloan Paper Company 
ARIZONA 
; Moflitt & Towne 
Paper 
Towne 


Cover Picture . . 


Futuristic art and ideas, like this ad show 
ing a freight train three miles long. set 
the mood for an institutional and selling 
ampaign for National Motor Bearing Co 
Redwood. Cal. Ads are aimed at stimula 
ting management to the possibilities of new 
mechanical achievements with the compa 
ny's National Oil Seals. Copy is designed 
to impress executives with company re 
search activity and presence of product in 
most contemporary machines. L. C. Cole 


Co., San Francisco, handles the advertising 
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W's needed te make STEEL! 


Fred R. Haviland, Jr 
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Tell it to Kimberly-Clark 


An idea exchange service for 


Discovers foolproof key number system 


Our 10 years experience with keyed ad 
vertisements pulling betcer than 60,000 
inquiries has proved that there are better 
systems than the use of conventional 
keys. For example, many prospects could 
Dept. P.M.1041"" as Popular 
Mechanics October 1941 
reason or another failed to use it. But 
Post Othce 


box number prefixed with the letters of 


decipher 
and for one 
started 


since we using our 


> 


the alphabet for 27 different magazines, 
more than 90% of our prospects have 
caretully used our keyed addresses. Ap- 
P.O 


get your mail in a special 


parently most folks figure that a 
means you 


j 


way requiring the number (and in our 


icludes the all-important key 


VU anager 
Kansas City, Mo 


case, this 


n, Advertising 


Steel Tank Co 


Label idea increases sales 
for an order often 


results 


Sales letters asking 


produce startling when an un 
usual approach, or a ‘gadget’ is used 


But the announcement of our new year 


/ 


book proved there are other ways, too 


Instead of making out the mailing label 
for each book after we received an order 
sddressed \abels were attached to all sales 


letters. To place an order the recipient 


simply returned the label. The psycho 


logical reaction to this device proved tar 
more effective than the usual return post 
card. It was also helpful in cases where 
our mailing list specified companies but 
ot individua The person ordering a 
name to the label 


DOOK auto 


ist 


mailing 


The Dartneli 


matically improving our 


Haunt them — or help them ? 


We haunted them. Yes 
station WBBM reviewed our 


advertising of the 


when we at radio 


lirect mail 
past few years, a 
about it 


efforts of almost every 


sameness was tound char 


acteristic of the 


other station in the country. They —and 


we—haunred everyone with talk about 


Could something different be 





advertisers and buyers of printing 





done? We hope the solution is our new 


monthly newsletter mailing. A digest of 
the current news from trade publications 


and other sources, designed as a ‘‘ser- 


vice’ to our busy agency and advertiser 
friends. True, we get in a few plugs for 
WBBM, but at the same time 


we re 


we believe 


helping those on our mailing list 





And although we've never been able to 
measure the lirect 


had 


effectiveness of any 


mail advertising, we've also never 


anyone fhank us tor it until now 


David Kimble 
WBSM 


Station Chicago, Il 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 


All items become the 
property of Kimberly 
Clark. For each pub 
lished item, a $50 De 
Bond will be 
awarded to the sender 


fense 


In case of similar con- 
tributions, only the 


first received will be 
eligible for an award 
Address Idea Ex- 
change Panel, Room 


128. Kimberly-Clark 


Corporation, Neenah, Wisconsin 


As paper is still on please 
help prevent the shortage from spreading 
further. And remember —you add crisp 
freshness and sparkling new sales appeal 
to all printing jobs—at less cost 


less waste 


allocation 


with 
fully 
coated Kimberly-Clark printing papers 
Use them whenever possible 


when they're done or 


Kimberly-Clark Corporation NEENAH, WISCONSIN 


Quality Machine-Coated Printing Papers 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 
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Oh YES, Mr. Space Buyer ... 


but, what a “regional”—and what a region! Together. they make the 
hottest news for industrial advertising today! 


INDUSTRIAL "RATIO MAP" OF U. S. SHOWS AREA OF 
STATES IN EXACT PROPORTION TO THEIR MANUFACTURING 


WE'LL SEND IT TO YOU FREE! 
Your 90-billion-dollar-market! nations.” and the World's richest 
What happens here from now on concentration of industrial buy- 
may determine the course of civ- 
“arsenal of free 


ilization. Its the try’s biggest spenders 


What 2 
Regional’ 


Now, over 50° of the space is MPA is your best advertising buy 
used by national advertisers in the “Heart of Industrial Ameri- 
(steel) U. S.. Republie, Ryerson, ica.” Send for “Ratio Map” and 
Williams: (brass) Bridgeport, market data today! 

Chase, Scovill, American: (oil) . 

Standard, Cities Service: (pack- detail. 

aging) Hinde & Dauch, Robt. 

Gair: (brushes) Osborn: (cast- 

ings) Eaton: and others. 


owWIDWEST 
PURCHARNG 
AGENT 


645 Penton Building 
Cleveland 13, Ohio 


ing power! Right here are indus- 


From Washington 


ntinued from page 28 





of uniformity of prices or any ele- 
ment thereof of two or more sellers 
at any destination or destinations 
alone and without more as showing 
a violation of law 

“FTC is not acting to prohibit or 
interfere with delivered pricing or 
freight absorption as such when in- 
nocently and independently pursued, 
regularly or otherwise, with the re- 
sult of promoting competition.” 


Control Plan ‘Not Fatal’ . . Na- 
tional Production Authority’s con- 
trolled materials plan has had its 
share of troubles during the third 
quarter, but officials say: “Nothing 
fatal.” 

NPA concedes that some producers 
have had trouble finding suppliers 
who would honor CMP “tickets.” 
While “tickets” may have been is- 
sued a bit too liberally, NPA thinks 
the chief trouble is confusion over 
the rules 

Officials feel most “tickets” will be 
honored if each company is careful 


to 


1. Adjust outstanding orders ir 
line with authorized production 
schedules 

2. Cancel duplicate orders which 
have been placed with different sup- 
pliers 

3. Remember that a company is 
not permitted to receive in any month 
more than 35 of its authorized 
quarterly quota of controlled mate- 
rials 

At its best, CMP will not be 100 
perfect,” officials say. “But if every- 
one is perfect, it can be better than 
90 perfect. Without CMP there 
would be a good many more people 
complaining that they can't find a 
supplier.” 

CMP has been changed in at least 
one major respect 

Where World War II CMP walked 
rough shod over normal customer 
relationships, forcing suppliers to 
take tickets on a first-come. first- 
served basis, NPA has amended 
current CMP to make a determined 
effort to protect and utilize these re- 
lationships 

In order to protect them, NPA has 
changed CMP so that suppliers may 





accept or “tickets” until 15 


days prior to the expiration of lead 
time 


reject 
This means sellers can pick 
The 


and choose for several weeks 


~ “3 | 
first-come, first-served provision ap- 


plies only where there are openings 
the board 


approaches 


on order as deadline 
NPA says maintenance of normal 
relationships may mean greater ef- 


ficiency in filling orders 


Postal Rat(e) Race. . Parcel post 
rates are scheduled to go up Oct. 1 
But other postal rates probably will 
hold through Jan. 1; 

Congressional postal experts still 
hope to put a rate bill through at this 
session. But even if they do, it prob- 
ably would be 
Jan. 1 


It is a race against time 


maybe longer 


not effective until 


With Congress getting a wande1 
lust, leaders plan to quit as svon as 
they put through the tax bill, foreign 
aid bill appropriations bills 
Postal bills can pass only if they are 


and 


sandwiched” between the “must” 
items 


The 


wiched 


] 


bills sand 
Most members want to give 


The 


bill would not set well unless it 


postal may be 


postal workers a raise rais¢ 
were 
accompanied by a rate increase 

OK Container Deposits . . Offic« 
of Price Stabilization has OK'd puni- 
tive deposits on hard-to-get 
tainers. In general, OPS says depos- 
its should replacement 
‘On the other hand,” says OPS 


in General Interpretation 2 


not exceed 
cost 
“wher 
containers such as steel drums are 
n short supply, the deposit may ex- 


ceed the re placement cost.” 





Eugene A. Sloane . 


J. O. Cunningham . . former 


ger 


INDUSTRY 
THRU... 





PRODUCES AT LOWEST COST PER M! 
IT’S A FACT! INDUSTRIAL MAINTENANCE out-performs other media 
in its field because I.M. out-distances its competition on the elements 
that count most. For example—!I.M. DELIVERS 80,000 COPIES 
MONTHLY! This is the largest industrial circulation in America. 1.M. 
BLANKETS 50,226 PLANTS! These plants, in more than 22 classifica- 
tions, account for the lion’s share of America’s industrial production! 
And I.M. has over 240,000 readers! These figures are significant. 
They point the way to an advertising value that simply can’t be beat. 
FREE! Write for informative new 

Brochure, “FACTS ABOUT INDUSTRY'S 

MOST EFFECTIVE SALES TOOL!” 


THE LIFE oF INDUSTRY 





con- | 


| MEMBER OF ECA 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 


LOOK FOR alle 
THIS EMBLEM 


When you see it in the advertisements of business publications — in their 





promotion copy in folders, on blotters, in circulars— you are being 
reminded that the publication has filed its complete reference data in The 
Market Dota & Directory Number. it means you can find facts on the pub- 
lication's editorial services, circulation, influence, market studies, and 
similar information, adjacent to complete data on the market it serves. 
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a 
pried tet eer ete me one 


Which ad 


attracted 


more readers? 





SL the Reduce 30% "* 


moter ets Bene ne 


Closed vs. Open 


® THE SAME general format was used 
black-and-white ads 
Bassick Co., Bridgeport, Conn 
issues of Factory Man- 
But one 
an 


in these two 


by 
n different 
& Maintenance 


ment 
and the other 


1g¢ 
ised a ‘ losed” 
’ layout treatment 
and headline 


were ¢ h anged Wh ( h ad 


readers? For the an- 


open 


Also 


faces 


illustrations 


~ 


type 
attracted more 
see page 132 
wears » 
we 
“ANOS Moms 


swell 


<x 
SAX WE 


“SSS 











59th edition 


being compiled. 


A space order 
now will 
assure a 


choice 


position. 
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Can't See Him...... ASME Publications Do 


WE KNOW we can’t sell your products from plant to plant. But 


we can give you access to a TOP FLIGHT market. 


ENGINEERS, (35.000 of them) invite 
ASME to their desks each month in 
MECHANICAL ENGINEERING. 


THEY 


WORK 
THEY look to ASME MECHANICAL a 
CATALOG for products when they TOGETHER 


want to buy. 





YOU can have all of these selling points 
assembled and presented in both 
MECHANICAL ENGINEERING and 
ASME MECHANICAL CATALOG. 


THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 
31 West 39th Street New York 18, N.Y 








NIAAA 


Chapter activities 
of the National Industrial 
Advertisers Association 


/ 





/ 


Apsey outlines 1951-52 program 


Plans to chang phasi 
from expansion to member aid; 
Chapple to develop foundation 





In the past several years, the em- 
phasis in the National Industrial Ad- 
vertisers Association has been 
expansion of membership and 
strengthening of the national organi- 
zation 

In the following article, John F 
Apsey, Jr., new president of NIAA 
observes that this emphasis has been 
at the expense necessarily of 


personal, individual interests of 
members. He outlines a 1951-52 pro- 
gram jor strengthening service to 
members, including concentration of 
research on segments of the indus- 
trial advertising field by tyes of 


business 


By John Apsey. Jr 


® NEW YORK In establishing plans 
for the National Industrial Adver- 
tisers Association for the next year, 
I am guided by one basic underlying 
conviction regarding the purpose of 
this organization 

It is first, foremost and always an 
organization of individual members 
who serve their employers in the 
general realm of industrial adver- 
tising and marketing, and who be- 


long to NIAA because they want to 
serve their employers more fully 
and efficiently 

Some represent large companies, 
and many more represent smaller 
companies with smaller budgets and 
simpler needs in daily advertising 
tasks. But there always will be an 
evergrowing body of members to 
whom the basic elements of adver- 
tising procedure are very real and 
practical problems 

NIAA has established and 
strives to maintain high standards 
and clear ideals. But we must never 
forget to offer practical service and 
guidance to sustain the enthusiasm 
and ambition of those who are con- 
tinually moving up into the top eche- 


lons of industrial advertising 


Will Survey Interests . . It is my 
plan this year to channel a majority 
of the committee projects in the di- 
rection of member service and I have 
drafted a letter to be mailed to every 
member asking for an expression of 
preference for committee perform- 
ance in a variety of areas of interest 
Broadly speaking, the areas break 
down into these major groups: (1) 
the advertising activity, (2) the 
media of advertising, (3) liaison con- 
tacts and (4) the association. 
Within the framework of these 
basic groups we hope to determine 
the degree of member interest in 
more specific subjects budget 
building, departmental organization, 
public relations (as used by individ- 
ual companies), conventions and ex- 
hibits, catalogs and literature, films 
and visual aids, taxes and legislation, 


news 


National headquarters * |776 Broadway, New York 19, N. Y 
John F. Apsey. Jr.. president 
Biaine G. Wiley. executive secretary 


chapter cooperation and many more. 

Some of these committees will be 
able to develop valuable and practi- 
cal help for our members through 
the techniques of questionnaires and 
case histories. Others will collect 
and interpret existing data in the 
sphere of industrial advertising. 
Some problems will require the more 
thorough and searching techniques 
of research. All of them will en- 
deavor to put into the hands of the 
industrial advertising profession 
carefully compiled and well-organ- 
ized material that will be beneficial 
in facing and solving the constantly 
changing problems that, tradition- 
ally, bring on ulcers 


Aid Advertising Segments . . By 
means of strong concentration on 
given “segments” of industrial ad- 
vertising-development of specifics 
that broadly apply to certain groups 
or classes of advertisers, I feel that 
we can be of greater service to our 
individual members. Because of the 
variety of advertisers represented by 
our membership, we must take up 
separately the problems that apply 
to given types of businesses. 

During the past several adminis- 
trations, the principal responsibility 
of NIAA presidents has been to 
strengthen and expand the national 
organization. To do this they have 
brought into being the institutions 
by which the organization is now 
recognized as an influence in ad- 
vertising. 

It will be my job to see to it that 
the work they have done in the past 
is continued and that certain new 
efforts are developed in order to nur- 
ture and enlarge the chapters and 
membership upon which the national 
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association draws for its activities 
and its financial support. The caliber 
of national operations has steadily 
risen and the significance of commit- 
tee and project results has attracted 
important attention. I think the scope 
and quality of the 29th annual con- 
ference at the Waldorf last June was 
incontrovertible proof of the maturi- 
ty attained on the national level by 
NIAA 


Growth vs. Service . . But this 


emphasis on national growth has 
necessarily been done at some ex- 
pense to the personal and individual 
interests of members and of chapter 
growth and coordination. Now, I feel, 
we must turn specifically to the in- 
terests and problems of the members 
and gear our national operations to 


give these members the information 


How industrial advertising 


paid off 


This is the third in a new series of case 
histories collected by the committee on 


advertising effectiveness of the NIAA 


By Harry G. Barnett 


8 ONE OF OUR SALESMEN wrote US a 
that is a unique example of 
the effectiveness of industrial ad- 
vertising. In the letter, he said 
I am using the ads in my catalog 
to remind the jobbers of the adver- 
tising being done by Hytron. It is 
paying off 
“Recently a jobber told me that 
he had converted his worst objector 
to Hytron tubes. It seems that in this 
city there was an instructor at a 
radio trade school who, for no reason, 


did not like Hytron tubes 


the assistance and the value of group 
activity on questions that arise in 
their daily work and on which they 
have a right to expect help from their 
national association 

The proposed National Industrial 
Advertisers Research 
Institute affords us the great oppor- 
tunity to put to work for our mem- 


Association 


bership the important tool of re- 
search. Proposed by Past Presi- 
dent Bennett Chapple, Jr., U. S. Steel 
Co., and authorized in the revised 
by-laws as an integral part of the 
structure of NIAA, the Research In- 
stitute will be developed under the 
guiding hand of Mr. Chapple. I have 
asked him to assume the responsi- 
bility of administering the financial 
aspect of the institute as well as pro- 
corporate 


jecting its prescribed 


structure. This is a large order but 


‘This was hurting the jobber in 
the territory, because the instructor 
was poisoning the minds of the guys 
he was instructing. We had tried 
every method we knew to win him 

“He bought himself a new Ford, 
came around bragging about what 
a good radio the Ford had. The job- 
ber showed him a Hytron ad an- 
nouncing that Ford radios use Hy- 
tron tubes 

“The instructor admitted then that 
Hytron is all right. He is now a Hy- 
tron use! and we have no more 
trouble with him. Keep up the good 
work - 

We were particularly pleased with 
the letter and the evidence of results 
from advertising, because this ousi- 
ness paper aa had done an important 
selling job with three vital factors 
salesman, distributor and ultimate 


onsumer! 


it won't scare off Ben Chapple. He 
knows as well as I do that the insti- 
tute will be an important adjunct to 
NIAA's facilities for member service 
and that it will accomplish within 
the framework and aegis of the asso- 
ciation . . a valuable development in 
advertising technique that most of 
us could not undertake independ- 
ently. 

The funds raised for the institute 
will be used and audited independ- 
ently of basic NIAA funds. While the 
institute’s board of trustees will be 
a body distinct from NIAA's officers 
and directors, the entire operation of 
the institute will be supervised and 
subject to the approval of NIAA’s 
board of directors to assure its func- 
tioning in the interest of the mem- 
bership and to the basic objectives 
These 


“checks and balances” are essential 


and aims of the association 


to preserve the proper relation of 
the Institute’s operations to NIAA 
policy and to justify the use of 
NIAA’s name and influence in its 


contacts 


Research Projects Set .. The board 
of directors has already approved 
two research projects . . one on cata- 
log development and distribution, 


the other on advertising inquiry 


evaluation and they are ready to 
be organized and activated by the 
institute. Many other subjects and 
problems have reached headquarters 


and Mr. Chapple, 


pected as the program gets under 


with more ex- 
way 
I shall strive toward a closer co- 
operation and coordination of inter- 
ests and activities among member 
chapters. This, I think, can be ac- 
complished in three ways 
1. The continuation and expansion 
of the 
chapter officers and leaders. The 
first of these will be held in San 
Francisco in November for all 


regional meetings of 


west coast chapters others 
will follow throughout the year 
Development of direct contact 
and cooperation among the 
eight vice-presidents and 
groups of chapters assigned to 


This will 


improve liaison and the mutual 


each vice-president 
interpretation of interests and 
objectives between chapters and 
the national association. Na- 


tional directors from each chap- 








Here's the BOOK: OF-THE-YEAR’ 
INDUSTRIAL ADVERTISING 
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Industrial Opportunities 
Advertising 
Defined 
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hasan by Will Help You 
Succeed 
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Only once in a great, great while a truly significant 
book is written on Advertising. Such is ‘Industrial 
Advertising—How to Prepare for Your Career.” It 
represents the combined effort of hundreds of mem- 
bers of the Chicago Industrial Advertisers Association 
—of leading educators—school magazine publishers 
—advertising agency executives and advertising di- 
rectors of the nation’s leading industrial companies. 


National Industrial Advertisers Association 


Extensive research preceded its publication. Its need 
was established. The work is designed to aid young 
people in better preparing themselves to enter the all 
important field of industrial advertising. Get several 
copies. Use them in the guidance of job applicants. 
The first edition will be limited—so hurry—don’t miss 
out—orders are being taken on a first come, first 
serve basis—act now—mail your check today! 


National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 








1 776 B roadway RUSH Me copies of the book — ‘Industrial Advertising — 
“ How to Prepare for Your Career.” Enclosed is my check 
New York 19, N.Y. 


Only | Company flit . : | a , sae : 
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Final check shows convention 
attendance 1,800; doubles record 


® cuicaco .. A final tabulation show- 
ed that a record 1,800 advertising 
men attended the annual conference 
of the National Industrial Adver- 
tisers Association in New York, more 
than double the previous high of 800 
set at the Buffalo conference in 1949 

The total was announced by NIAA 
Robert D 
Towne 
Advertising, New York, at the first 


Secretary-Treasure: 
Towne, vice-president, W. L 
meeting of the association's execu- 
tive committee in 1951-52. He said 
that the total included full and part 
time registrations 
Mr. Towne also 
1951-52 budget 


which were 


submitted the 
recommendations 
unanimously approved 
by the committee 

NIAA President John F 
Ji advertising 
Decker Mfg. Co 
cers that the 
proved last June 
l \ ruld rT ake 

«iation to expand its activities sub- 


antially in terms of 


Apsey 
Black & 


told national offi 


manager 


increase in dues, ap- 
and effective Sept 


it possible for the as 


projects and 
vices helpful to members 

H. J. Christy, Eastman Kodak Co 
NIAA vice 


1 
f 
pians Io! a 


Rochester president an 
yunced 

membership opinion to aid trustee 

of the new Industria 

Research Foundation in the selectior 

prob 


of advertising and marketing 


ems to be studied 


Hamilton forms new chapter 
for NIAA in Canada 


8 HAMILTON, ONTARIO A new chap 


ter of the National Industrial Adver 
tisers Association has been formed 
here 

About 30 members are expected to 
aunch the chapter at its first meet- 
18. NIAA Executive-Sec- 
Wiley will be the 


speaker. The chapter 


ng Sept 
retary Blaine G 
will apply fo: 
NIAA 
meeting Sept. 28 in St 

Maitland 
Westinghouse Co. has been nomi- 


a charter at the directors 
Louis 

Banting of Canadian 
nated for president, heading a slate 
to be elected at the first meeting 
Others on the slate include William 
A. Bates, Steel Co. of Canada, vice- 
R. Quarry, Ardiel Adver- 
tising Agency and Jack 


Russell T Kelley Ltd 


president 
secretary 


Brittain 


treasurer 
James E. Totton, International 
Nickel Co. of Canada, Toronto, 
chairman of the NIAA Canadian 
policy committee worked with Mr 
committee to 


Banting and a local 


form the chapter 


O'Rourke elected president 
of Northern California chapter 


® SAN FRANCISCO . . John J. O'Rourke 
president, Alport & O’Rourke, west 
coast agency, has been elected presi- 
dent of the Northern California In- 
dustrial Advertisers Association 
Other new officers include Ray- 
mond Giles, Pacific Coast Engineer- 
ing Co., vice-president; Harold Mar- 
quis, West-Marquis, 
Byron Helms, Victor Equipment Co 


secretary -treasure! 


vice-president 


Sproull new president 
of Detroit Industrial Marketers 


William C. Sproull, ad- 
vertising manager, Burroughs Add- 
ing Machine Co., has been elected 
president of the Industrial Marketers 
of Detroit 

Also elected were Robert N 
Blatchford, Bulldog Electric Co., 
vice-president; James W. Brown, 
Detroit Diesel Div., General Motors, 
secretary; and Robert D. Schiller, 


McGraw-Hill, treasurer 


® DETROIT 


An Increase . . 





INIAA 


W A. Wolff, Western Electric 
Co., New York, newly-elected presi- 


dent of the National Industrial Ad- 


vertisers Association, saw two goals 

for his administration in 1926-1927 
The association, Mr. Wolff said 

which now occupies a strong posi- 


tion in the industrial world, should 
gain even more influence and recog- 
nition. To become more powerful 
the association must (1) strengthen 
local units, by drawing together a 
greater number of industrial adver- 
tisers and broadening the scope of 
association activities, and (2) form 


NIAA 


advertising 


new local units, either as 


chapters or industrial 


divisions of existing advertising 


clubs 


® Cleveland will be host to the next 
NIAA annual conference, June 13- 
15. G. H. Corey, 
Cleveland Industrial 


Association and advertising 


president of the 
Advertisers 


man- 


pans ajo 


ager, Cleveland Twist Drill Co., was 
named general chairman of the con- 


vention 


Milwaukee 
agreed to incorporate recommenda- 
Milwaukee Industrial 
Association into its 
courses in industrial advertising 
The Milwaukee chapter will provide 
speakers to discuss all phases of in- 
dustrial advertising for both regula: 
college courses and evening school 


® Marquette University, 


tions of the 
Advertisers 


classes 


s The first meeting of the new In- 
dianapolis Industrial Advertising 
Association was scheduled to be held 
in September. Those in charge of the 
organizational work were Mr. Breu- 
nig, secretary, Vonnegut Machinery 
Co.; Mr. Carroll, E. C. Atkins & Co.; 
Mr. Hammerstadt, Rockwood Mfg 
Co.; Mr. Dosch, The Woodworker 
and Mrs. Smith, Diamond Chain & 
Mfg. Co 











Largest paid circulation in 
metals engineering. Wher- 
ever metals are shaped, 
formed, fabricated, heat 
treated, finished, tested 
and applied, the metals 
engineer is the chief 
buying influence. Sell 
him through advertising 
in Metal Progress. 





Advance planning makes 


sales calls more productive 


By Kar! F. Kirchhoter 


S EVERY SALES EXPEDITION can he 


made productive if it is 
thoughtfully planned and executed 


Time is 


more 


Traveling is 
and valuable. A few hours 
of advance planning in the sales of- 


expensive 


limited 


fice can save days of time in the field 
Let's look at an actual case history 
of how an instrument manufacturer 
gets the greatest possible sales return 
per salesman-day 
The story covers the advance plan- 
through New 


England to introduce a mechanical 


ning for a swing 
comparator to the metal working in- 
dustry. The first step in the program 
was to obtain a reliable list of all 
manufacturers who might be worth- 
while prospects for this instrument 
A directory of New England manu- 
facturers was obtained and the sales 
manager personally checked the en- 
marking each name he 


Ther e was a 


tire list 
deemed worthwhile 
total of approximately 1,200 concerns 
that looked like good prospects 

Business paper advertising over 
the preceeding months had produced 
specific inquiries that had been fol- 
lowed up with literature and quo- 
tations, but with no sales calls. With 
this as a nucleus, the sales manager 
wanted to build about 30 to 40 out- 
standing calls so that every possible 
moment of his man’s time would be 
profitably employed in making 
demonstrations in plants where he 
was expec ted 

So a special letter went to the 1,- 
200 names culled from the directory 
It read, “Our representative will b: 


in your city within the next two 


weeks to demonstrate the new me- 
chanical comparator illustrated on 
the reverse side of this letterhead 

“If you have measuring and in- 
spection problems of any kind we 
sincerely believe that you will find 
it profitable to discuss these with our 
sales engineer who has a varied ex- 
perience in precision work. This will 
be an excellent opportunity to be- 
céme acquainted with the latest de- 
velopments in measuring and in- 
spection.” 

A simple business reply card was 
included. It read, “Please have your 
representative call to demonstrate 
your new mechanical comparator 
when he is in New England.” 

This produced about 15 specific 
requests to call. In these plants, 
among them some of the largest in 
New England, the 
definitely expected and these pros- 


salesman was 


pects had a definite purpose in mind 
in requesting the call 

A second follow up letter was ad- 
dressed to the same list, featuring 
Eight more cards 


resulting in altogether 23 


another product 
came in, 
specific requests to call and demon- 
strate 

Upon arrival in a city, the salesman 
assorted his calls according to loca- 
tion, so that he would work all plants 
in each particular section of the city 
at once instead of criss-crossing his 
In addition, he had 
with him a list of other logical and 


path constantly 


worth while manufacturing plants in 
the immediate vicinity of any specific 
calls he had to make. These plants 


were contacted by telephone employ- 


The practice of using 

letters and telephone calls 

to pave the way for salesmen 
is far from new. But it's 

a habit that's easy to 

get out of. Here's a 

reminder for those who may 


have strayed from the fold. 


ing a previously conceived conversa- 
tion which went something like this: 

“This is Ben Sutton of the Berker 
Tool Company. I am here for a day 
or two demonstrating a new me- 
chanical comparator that we have re- 
cently developed. One of my calls will 
be at the Brown Manufacturing 
Company, which is only a few blocks 
away from your own plant 

“If you have any inspection or 
measuring problems I think it will 
pay you to become acquainted with 
this comparator. I should very much 
appreciate the opportunity of demon- 
strating it to you.” 


Phone Calls Pay . . It had been 
decided not to use high pressure 
methods of telephone salesmanship 
to induce any of those who were re- 
luctant to grant permission. After all, 
23 excellent calls had already been 
lined up, and the salesman wanted 
to call only on those who acknowl- 
edged that they had problems in in- 
spection and evinced a definite in- 
terest in his call. In this manner, a 
few more names were obtained and 
the salesman had before him what 
must be acknowledged to be the 
cream of the crop as far as prospects 
for the instrument went 

The results of the advance plan- 
ning were good, for 15 of the 23 con- 
cerns using the reply cards, placed 
orders. In addition, repeat business 
which came later from new accounts 
paid for the trip over and over again 

Advance planning for sales trips 
definitely pays off in increased sales 
and profits 





When should you advertise? 


The answer depends upon your selling problem. 


-— 


rc 








If you want to rent an apartment, in many cities a 
small ad today will bring in a tenant tomorrow. 
Other short range objectives—like department 
store sales—do very well with some intensive pro- 
motion for a few days before the date. 


But if you want to build a permanent position for 
your company...if you want your products 
thought of by the men who do the buying for 
industry ... your advertising should be regarded 
as a long-range investment. Most of the companies 
which dominate today’s markets started their ad- 
vertising programs many years ago. And they 
stuck consistently to the job. 


What significance does that have for a company 


today? 


The advertising and selling decisions made today 
are going to have a profound effect upon the busi- 
ness you do three, five and ten years from now. 


Industrial advertising demands long-range think- 
ing. It should be looked upon as a capital invest- 
ment, because it shows results and pays dividends 
on a long term basis. The advertising program can- 
not, of course, ignore immediate problems . . . but 
it is highly important that it tie in with future 


sales goals. 


Take a moment to visualize the next ten years. 
Regardless of developments in world affairs, 1960 
will see a greatly expanded economy. There will be 
18,000,000 more people and 5,400,000 more fami- 
lies. Yearly spending for capital equipment will 
increase by $5,700,000,000. Annual machinery 
sales will be up $7,900,000,000. Yearly income 
after taxes will soar $60,000,000,000 higher than 
today. Annual sales of iron and steel products will 
increase by $12,100,000,000. 


There will be more of a market for every business. 
But the companies which dominate this market 
will owe their positions to the work they did in 
1951... and 1954... and 1957. 


In INDUSTRY, the time to advertise is NOW. 


= PENTON fousing 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Business Publications & U. 8. Advertising Indexes 


Business Publication 
Advertising 

Year (Millions) Index 
1933 $ 32 628 
1934 37 72 
1935 43 83 
1936 $1 98 
1937 114 
1938 98 
1939 112 
1940 123 
1941 144 
1942 160 
1943 231 
1944 287 
1945 331 
1946 342 
1947 
1948 
1949 
1950 
1951° 


‘SBS83358 


428 
433 


wwevocececccocoococooooeoso 
VVasueannn 


* 1951 Estimated 


U.S. Advertising 
(Billions) 


Ic N.P. from the “Economic Report of the President’ 


1935 - 1939 = 100% 


Gross Nat’! Product! 
Index (Billions) Index 


76% $ 55 66% 
87 64 77 
88 72 86 
99 82 98 
109 90 107 
100 84 101 
104 91 108 
110 101 120 
118 126 150 
114 161 192 
132 194 231 
146 213 254 
155 215 256 
179 211 251 
225 233 77 
244 259 308 
302 255 304 
331 279 332 
- 313 373 
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Ad volume to reach peak 





around $5 billion, industrial adver- 
tisers faced with favorable market 
opportunities increased their use of 


This is re- 


which 


business public ations 


flected in the higher ratio 


pre vailed during that period, trom 
$13 to a high of * 28 of business paper 
advertising for each $1,000 of plant 
and equipment expenditures 

The past few years have witnessed 
a drop from the war-time ratio to 
$10 to $14 per $1,000 of plant and 
equipment expenditures 

Part of the answer to the dowr 
ward trend undoubtedly lies i 
the greatly accelerated expenditures 
for plant and starting 
1946 and 
1951. Before 
penditures never quite reached the 
$9 billion mark. Since 1946, however 


the total has gone up from $12 bil- 


equipment 


with continuing throug! 


1945 these annual ex- 


lion to today’s estimate of $25 billior 
Therefore while the trend of busi- 


ness paper advertising follows the 


trend line of plant and equipment 
war-time ratio 


The ratio 


however, is 


expenditures, the 
has not been maintained 
for the 1946-51 period 
above the pre-war level, which 
vould indicate that ever without the 
effects of an all-out war, industrial 
advertisers are advertising in busi- 
ness publications to a greater extent 


This reflects 
part of 


than they did pre-war 


increased confidence on the 


advertisers for the marketing values 
f business publications 
Nevertheless, a comparison of cur- 
rent ratios with the war-time ratios 
reveals the still greater opportunities 
to both advertisers 


that are open 


und business paper publishers 


Gross national product, business 
publication advertising and over-all 
advertising trends are shown in 
Chart G which reveals a close paral- 
lel among the three. For eight years 
1933-1940, the lines of business paper 
advertising and gross national prod- 
uct follow almost exactly 

During the defense period and part 
of the war period, gross national 
Since 1944, 


however, business publication adver- 


product moved ahead 
tising has moved ahead 
Business paper advertising during 
the latter part of the war moved up 
of the over-all advertising 


Since that time both adver- 


ahead 
trend 
tising lines have been moving up 


However, the business paper index 
has remained up over both the over- 
all advertising index and the index 


of gross national product 


$39 for each $1,000 . . Chart H 
shows the relationship between busi- 
ness publication advertising and total 
advertising in all types of media 
From 1933 through 1945 there was 
a steady increase in the proportion of 
advertising to the 
Since 


ratio has come down 


business paper 
over-all advertising picture 
that period the 


from a high of $64.66 per $1,000 of 
total advertising to the 1950 rate of 
$39.47 for 
advertising 

While this 1950 rate is above the 
ratio for the 1933 through 1941 pre- 


war period, nevertheless, there has 


each $1,000 of over-all 


been a drop in the proportion of 
advertising during 


This drop-off 


is probably due to a combination of 


business paper 


the past five years 


things such as the after-effects of 
the war period with its resulting un- 
leashing of consumer schedules, the 
increase in the number of advertis- 
ers and new advertising media such 
as television 

These conditions have served to 
swe!l consumer advertising expendi- 
tures, thereby enlarging the over- 
all advertising base and resulting in 
a lower ratio for business paper ad 
vertising. However, 1951 will proba 
bly see an improvement in this rati 
due to the current expansion in ir 
versus semi-cu! 


dustrial activity 


tailment of consumer activity 


Market sizes . . Over the years we 
have attempted to develop the size 
of the business market versus the 
size of the personal or consume! 
market. Because of the complex in- 
terrelationship of both markets, any 
such comparisons must necessarily 
be general 

Through the years three separate 
estimates have been made by out- 
side authorities The Twentieth 


Century Fund, Dr. T. H. Beckman 





Conover Mast a To Cover the Most Worthwhile 
pUBoilAS ll B ipystriat BUYERS 
in the U.S. 


Over 2100 Industrial Advertisers Consistently Use CMPD for One Reason—RESULTS... 


and the chief reason for such results When Selecting Sources of Supply 
is that CMPD has almost twice as 
THIS BOOK IS USED 


much manufacturing circulation as 


any other industrial buyin vide : 
4 id Whether it is because of its completeness, ease of handling, 





compactness, or whatever the reason for using Conover-Mast 
All Other 1,969 





PuRCHASING Directory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 





is used is your assurance of getting results from advertising 





All Other in this widest directory coverage of industrial buyers. Below 
7,491 All Other are quotations from signed original letters. The file of 
7,814 thousands of such letters is open for inspection by anyone 





at any time in our New York office 





Manutecturing Automotive Parts Manufacturer Power Plant Equipment Manu- 

“Only directory used in our facturer. “We use this directory 

Cireviation plant for some time.” exclusively for locating sources 

10,082 Signed—Purchasing Agent of all types of material and ma- 

chinery.” 

Paper Manufacturer. “Answers Signed—Industria! Engineer 
CONOVER-MAST THOMAS MacRAE'S our requirements better than 

PURCHASING REGISTER BLUE BOOK any other.” Cable Manufacturer. “Most used 


oemecreny Total Circulation Total Circulation Signed—Purchasing Agent directory both in our office and 


Total Circulation 20,165 17,896 a ~~ in the factory.” 
24,818" (ABC-) (CCA-) yam oo | we Signed—Plant Engineer 
(CCA-) Dec. 1950 Dec. 1950 > compac one ss am — to finc 
Dec. 1950 c laracteristics we prefer it to 
all others 
Signed—Purchasing Agent = 
“Issued semionnually. Each issue covers half the circulation in the plant 

















Automotive Parts Manufacturer 
“This is the most used directory 











No circulation duplication between two consecutive editions. Railroad Invaluable. Its size Signed—Production Engineer 


recommends it. So many direc- M f Ch s.“O 
a J . , - tories are cumbersome. Yours is Manufacturer 0 nemicais.”“UOur 
Yes, and more manufacturing circulation with "Quick reference volume.” shortest cut for purchasing in- 


Signed—Storekeeper formation.” 
the Conover-Mast Purcuasinc Directory than Signed—Plant Buyer 
: ; q ’ . Powder Company. “Kept within 
‘vith the other two directories combined. That’s easy reach as we consult it on Machine Manufacturer. “We use 
practically every new purchase.” it in preference to any other.” 
quite a bonus, especially since the circulation Signed—Maintenance Engineer Signed—V. P. & Pur. Agent 


- The Conover-Mast Purcnasinc Directory is your best channel 
is confined to the larger plants—those that do for the presentation of your sales story and product facts to the 


: buyers and specifiers of equipment, parts, materials, and supplies 
80% to 90% of the buying. needed in industry 


AS Re 
CONSULT YOUR ADVERTISING AGENCY : Baik 


Chicago 11, Ill., 737 North Michigan Ave........++++++..-Whitehall 46612 
ONMOV Cf- New York 17, N. Y., 205 East 42nd St........ Murray Hill 9-3250 


Cleveland 14, Ohio, 435 Leader Bidg Cherry 1-7788 


Los Angeles 36, Calif., 5478 Wilshire Bivd Whitney 8055 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd.... Weish Valley 4-497) 
Birmingham, Mich., 1796 Groefield Ave . Midwest 48198 


Taunton, Mass., 9 Eor! St Taunton 2-1987 


Westport, C , Bay St Westport 2-3106 
DIRECTORY aoe tahe Oh in ‘View 8.025! 


Porkanack Lake, N. J., 114 Beechwood Drive Mountain ‘‘iew 
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Chart H: ADVERTISING IN BUSINESS PUBLICATIONS FOR EACH THOUSAND DOLLARS INVESTED IN ALL TYPES OF ADVERTISING 


Business 





Ratio of Business 
Publication Advertising 
on each 81000 of 

US. Advertising 


1 
| 


60 {—+—-4 


=e 4 





i 


Publications 
Advertising 
(Millions ) 


$ of B.P. Adv. 
per $1000 
Total U. S. 
_Advertising 


Total 

U.S. 
Advertising 
(Billions ) 





32.0 
37.0 
43.0 





ve ' 





3839 40 4 42 4544 45 





ae 


47 46 4 SO 


$ 24.62 
24.67 
28.38 
29.82 
31.53 
29.67 
32.33 
33.74 
36.86 
42.35 
52.63 
59.22 
64.66 
57.83 
50.52 
53.57 
42.77 
39.47 


$ 1,300 
1,500 
1,515 
1,710 
1,871 
1,719 
1,794 
1,897 
2,035 
1,960 
2,280 








of Ohio and the Depart- 


ment of 


University 
Commerce. Their estimates 
that the 


roughly 50°) business and 50 


indicate market is split 
per- 
sonal. 

Assuming this split is reasonably 
correct, we have applied it against 


the 
attempt 


national income figure in an 
to develop a total repre- 
senting the personal market and a 
total representing the business mar- 
ket. In 1950 national income 
reported as $235.6 billion. Splitting 
this 50-50 provides $117.8 billion for 


each market 


was 


1950, 


and 


During magazines, radio 


newspapers television carried 
approximately $3.4 billion of adver- 
tising, or stating it another way, 
$1 of consumer advertising for each 
$35 of national income. In contrast, 


industrial advertisers who spent 
$251.1 million in business publica- 
tion advertising, (this includes both 
production and space costs) were 
shown to have invested $1 for every 
$470 of national income 

If the above assumptions are rea- 
sonably correct, it would signify that 
advertising competition in the con- 
sumer market was 13 times greater 
the 


than advertising competition in 


the business market 


Advertising costs .. J, K and L, 
based on a study of 303 comparable 

for 
through 


public ations selected 
1940 1951, 


shows what has happened to costs 


business 


years covering 


Wholesale prices, retail prices, cost 


of living, food prices have gone up 
from 71° to 111° over 1940. Like- 
wise, production costs for such items 
as paper, printing, engravings and 
art work have ranged all the way 
from 50°, to 124% above 1940. 

Table 1. on the next page 
price increases among some typical 
The per- 


centages are based on the price paid 


shows 
industrial type products 


by the buyers and represent figures 
supplied by individual manufacturers 
for the identical model sold in each 
As compared to 1940, for 
motor 


period 


example, a 25 h. p. electric 


Chart J: Cost picture . 


187° 
industrial 


more; a 
truck 


more; a centrifugal pump, 


now costs the buyer 
3,000 Ib 
costs 82 
85°; 

Due to the expansion of industrial 


capacity 
more 


markets, circulations have gone up 

35°, keeping pace with the national 

growth of the markets they cover 
These 


and 


factors of increased costs 


increased circulation are, of 
reflected in ad- 
vertising rates. Chart L shows the 
increase on the 12 or 13 time black 
1940 


In most cases this increase is lower 


course, increased 


and white rate as 70 over 


. how general costs have fared 





(1950 Increase over 


1940) 





Wholesale Prices 


Up 105 % 





Retail Prices 


| Up 87 % y 





Food Prices 


| vo h 





Cost of Living 





| Up 71% h 








Chart K: Cost picture . . 


what's happened to production costs? 

















1940 1950 940 1950 


Electrotyping | Paper 
Engraving 
u 
* 
* 


1940 1950 


Photography 
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FOR RAW MATERIALS ADVERTISERS 
INTHE CHEMICAL PROCESS INDUSTRIES 


RW. HOOKER vice PRESIDENT IN CHARGE OF 
saces, HOOKER ELECTROCHEMICAL CO. 


SAYS,” THE PRODUCTION-ENGINEERING AUDIENCE WHICH 
CHEMICAL ENGINEERING provides is oF GREAT 


IMPORTANCE TO US IN OUR DISTRIBUTION OF CHEMICALS 
FOR THE CHEMICAL PROCESS INDUSTRIES. THAT IS WHY C.E. 
HAS BEEN AN IMPORTANT FACTOR IN OUR ADVERTISING PROGRAM 


SINCE 1910. ” 


THE BIG SAY-SO / 
PRODUCTION ABS AVITAL INFLUENCE 
IN SPECIFYING CHEMICAL RAW 
MATERIALS BECAUSE PRODUCTION \S 
RESPONSIBLE FOR THE FINISHED 
PRODUCT. ANDC.&. HAS MORE 
PRODUCTION-ENGINEERING -PLANT 
OPERATING SUBSCRIBERS THAN ANY 

OTHER PROCESS PUBLICATION. 


os aboot CHEMICAL ENGINEERING 


are = 














NO BETTER INDICATOR... 
OF THE INTEREST OF C.E. READERS 
IN RAW MATERIALS. IN THE ADVERTISING 
“g Gisica, ENGINEERING 
/ THEY 
THE BEST SOURCE RECEIVED 5076 MORE READERSHIP THAN 
OF ALL.... ON*WHO ANY OTHER PRODUCT CATEGORY. SIX OF THE 
BUYS RAW MATERIALS” TOP 20 BESTREAD ADS 
ARE THE MEN WHO SELL ) : VERE ON RAW MATERIALS 
THEM. C.E. SURVEYED > 
THE SALESMEN’S ASSN j 








OF THE AMERICAN 








PRODUCTION RANKED 
AT THE TOP. oe 
\ BP 

L OK 








CHEMICAL INDUSTRY. A 
d 





. + 
) A McGraw-Hill Publication 


F320 West 42nd. Street, New York 18, N. Y. 
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ADVERTISING in Air Condition- 
& Refrigeration News 
for the biggest and 


Rather, 


ing isnt a 


one-time shot 
best names in our industry. 
wedding. 


it’s a lifetime 


Occasionally an advertiser is lured 
momentarily by a “quickie” propo- 
“We ‘reach’ more 


The 


liaison 


sition. (Example 
bald-headed dentists 
Vews.”) That 


seldom lasts long. 


than 
temporary 


In due time he 


returns to our fold for keeps, be- 


cause he finds out that most of his 


customers really read (and 


The Ve ms, 


good 


trust) 


& Refrig- 


“family” of loyal paid 


{ir Conditioning 


eration News 


subscribers provides a_ satisfying 


and active home for successful 


manufacturers in our highly diver 
sified industry. Many of our adver- 


tisers have been steady customers 


Newer adver- 
tisers are finding out BUSI- 
NESS NEWS PUBLISHING CO., 
150 W. Fort St., Detroit 26, Mich. 


for a long, long time 


why 


ten 


Increase over the past 


years on cost to the users 


of Selected Industrial Products* 





Product 


than the increases among specific 


industrial products, general costs 
even production costs 


However, be« 


now 


ause of the greatel! 


circulation provided by busi- 


ness publications (circulation up 
35°, ), the actual 


increased cost to 


the advertiser adown to 


1940 
In other w 


narrows 
26 ver 
1940 it 
of advertising 
$170 
the 


ras, if in ost 


vou $100 for a page 


today it costs vou However 


culation of publication 
our advertisement would 


from 10,000 readers to 


500 readers, an increase of 35 
ir actual, increased adver- 


but 26 


making y« 
tising ( me i0 


In using the average figures re- 


sulting from this analysis of 303 pub- 


lications, it is important that we 


ecognize that a different group o1 


black and whit 


» the average 
sdvertisers 
The latter. of cou 
ich things as cok 
ition, frequenc ) dis 
sified iver ; 


e page 
amount 


in busi 


Chart L: Cost picture 


business paper trends 


mixture of the publications in the 
would unquestionably yield 
result. The 


included in 


study 
a different particular 
this 


and 


magazines study 


were selected at random in- 


clude many varieties and levels of 


business publications 


r oi. 





Busi P 


is running at a healthy level 


advertising 
With- 
in the past five years business pub- 
lications have received increased 
recognition by industrial advertisers 
and their advertising agencies 


There 
trend 


is no single explanation for 


this other than general in- 


dustrial improvement and expansion 


plus such things as: increased 


competitive conditions, improved 


publications, increased interest and 


need on the part of readers for up- 
to-date technical know-how and 
helpful information, the development 
of new products, new services, the 
desire on the part of some companies 
to attract contracts or sub-contracts, 
the desire on the part of advertisers 
to invest in the immediate and long- 
the in- 


range values of advertising 


factor of a favorable tax 


This 


to be contributing rather than acting 


fluencing 
position last, however, seems 
as a primary factor behind the gains 

The figures in this article demon- 
strate that business publication ad- 
vertising is “big business” in terms 
f the volume of advertising carried, 
the number of publications published, 
the number of persons employed, the 


All of these 


industry factors have been increasing 


number of readers, etc 


as a result of the growing conviction 
that 
help 


among advertisers business 


paper advertising can them 


reach their markets at the least cost 





Circulation Rotes 


RESULT 





Up dueto 
Industrial Expansion 


Up dueto 

















increased Costs 
& Increosed 
Circulation 


Cost per 1000 
Up only 
7O 











1950 1940 





1950 1940 








Business based 


paper figures are 
Standard ) 


Rate & Data 


Twely 


303 


rates 


study of 


13. times 


publications 
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It pays to start your 1952 industrial advertising with 
this budget item: 


12 One-Ninth pages, Industrial Equipment News $1500 




















New Products for Industry 


One of the known hazards in op 
erating high-speed metal-cutting 
tools is the invisible oil mist that 
surrounds the machine. Now elec- 
trostatic equipment draws in the oil 
ladened air, separates the oil for 
re-use, returns the oil-free air 


Refrigeration by heat is not new 
to kitchen or factory, but this new 
heat-operated refrigerating equip 
ment is: the use of steam (often 
from a waste source) and condens 
ing water to effect continuous heat 
exchange 


Here's an interesting improvement 
in fork trucks — explosion-proof 
power units. The electric system is 
shielded against sparking, the muf 
fler water-cooled, the tires static 
conductive. The truck is designed 
for safe operation in areas contain 
ing inflammable or explosive gas 
mixtures, 


Laminated plastic for nameplates i- 
a natural that is now being pro 
duced in quantity. The printed 
matter goes between the layers. ix 
completely protected. Bottom layer 
can be colored; the top is trans 
parent 


Speaking of plastics, a recent an 
nouncement describes a new ma- 
terial in which Teflon is combined 
with Fiberglas cloth. Makes an ex 
cellent electrical insulator, and is 
suited for use as gaskets. 


In August, Industrial Equipment 
News ran complete descriptions of 
these and 205 other new product 
developments. Men responsible for 
industrial production find such in 
formation indispensable. 


Then. by way of explanation, make this notation: 


|. Industrial Equipment News takes information about 
our products to 60,000 production men and engineers 
in the top plants of all manufacturing industries, Since 
these mem bny the bulk of all products used by industry, 


its important that they know about our line. 


2. This is the most satisfactory and the least costly way 
to reach our unknown potential customers, and assures 
us of constant exploration of the tremendous industrial 
market. 

3. These specifiers search Industrial Equipment News 
for product information, Let's tell “em about our line 


when they are looking for product information. 


On this broad all-industry coverage base you can then build verti- 


cal coverage of your known, primary markets. 


For details. send for our new Media Data Reference File folder 
containing NIAA Report. CCA Statement, Rate Card and other 
useful data on Industrial Equipment News . industry's leading 
product information service. You will want this information in 


your own Media file. 


REPRESENTATIVES —BOSTON + CHICAGO + CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 
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Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors... 


ys 


velopé 
sal ry 
today! 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

HB SLASHES COSTS— new style 
construction on special high 
speed machinery. 

ME STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°% kraft. 

i IMPROVES APPEARANCE — 


safe arrival and clean delivery. 


WB SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Van Dam Street, 
Long island City 1, N.Y. 


Which ad 


attracted 


more readers? 


® THE “OPEN LAYouT ad (the top ad) 


attracted more readers 
hinders 


Ornamentation usually 


easy reading. The heavy diagonal 


lines bordering each question and 


answer in the ad with “closed” lay- 


out probably were no exception to 


© Seen-Associated cencies the per 


© Read Most enc 


Cost Ratio « the relationshirf 


this principle 


readers 


In the high-scoring ad, illustrations 


were larger and were tied more 


Below is 
the answer 
to the problem 


on page 116 


and scared away 


closely to the question. The score 


as reported by Daniel Starch & Staff, 


New York 
Closed 


Noted 


Seen Read 
Assoc. Most 





Dorsey H. Rowe 





PUTTING THE CLOVER OVER 


THE green clover is the trade mark of our client, Tri-Clover Machine 


Company, manufacturer of stainless steel fittings for fluid lines. 


A leader in the dairy and food processing markets, Tri-Clover in 1947 








announced the development of light gauge stainless fittings for the 
chemical process industries. 

The field was fertile, but too big to sow efficiently by hand. Tri-Clover 
put advertising to work to make sales grow in the least time at the least 
cost. And brought in a bumper crop! 

Of total sales in the first twelve months, $450,000 volume was directly 
traceable to inquiries from advertising* which carried the right message 
to the right people. Advertising continues today to lead the way to sales 


that are contributing to Tri-Clover’s continued growth. 


New markets, or old, good industrial advertising will help you sell to them 


in greater quantity at lower cost. 
This kind of advertising is our business. May we tell you how we might 
be able to help you? 


* This campaign was an ABP award winner. 


— 


RUSSELL T: GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


> 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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the 
Ceramic 





Bulletin 





ROSTER 
ISSUE 


“The Personnel Directory of Ceramics” 


Not once but dozens of times 
throughout the year the big 
CERAMIC BULLETIN ROSTER 
ISSUE will be referred to by over 
5,400 readers to locate informa- 
tion of fellow ceramists. Here is 
an issue that will give your adver- 
tisement multiple impact — be- 
cause it will be seen time after 
time by the “decision makers" of 
the ceramic field. Make plans now 
to have your advertisement in the 
all-important ROSTER ISSUE (the 
October 


now 


issue). Reserve space 


© 
Ceram 


Bullet 


2525 North High Street 
Columbus 2, Ohic 


top management 


forum 





This list is classified by industry and 
by territory. It has already reduced 
the time required by new salesmen 
to familiarize themselves with their 


best prospects 


D. W. Ambridge 


ans 
‘dl 
® As companies grow they are bound 
to diversify their products, either 
because they learn to make use of 
wastes or because they foresee that 
in a changing world it is prudent to 
keep their eggs in more than one 
basket 
Diversification means research and 
one of the important branches of re- 
search in general is market research 
n particular 
Recently we opened a new plant 
making a product altogether new to 
our company. We would never have 
embarked on this project at all if a 
thorough study of the market had 
not convinced us that our new prod- 


ict could be sold at a profit 


Roy C. Ingersoll 


® Market research . . or market anal- 
ysis, as we prefer to describe it 
is a forward beam of light which 
helps illuminate industry's way 
through the dark maze of economic 
uncertainties 

We realize that no surveys no! 
conclusions based upon surveys are 
infallible. Nevertheless, we do attach 


much importance to exhaustive and 


continuing market studies. This is 
particularly true in the case of our 
Norge household appliance division 

Norge maintains a_ scientifically 
equipped market analysis depart- 
ment employing about 20 persons 
who tabulate sales and distribution 
information and prepare special re- 
ports, maps and charts for the 
guidance of management. Occasion- 
ally, outside agencies are engaged 
for specialized analyses 

The only true market barometer: 
is one which shows us how well we 
are progressing alongside our com- 
petitors. As a member of four trade 
associations, the appliance division 
receives a telegraphic flow of up-to- 
the-minute total 
sales of appliances in the more than 


reports on the 


600 American trading areas, and in 
cities and states 

By constantly comparing Norge’s 
sales volume with industry-wide 
totals, we are able to put our finger 
on the weak points and the strong 
points in our distributor-dealer or- 
ganization. Frequently this informa- 
tion results in our reorganizing dis- 
tribution territories and taking steps 
to improve the dealer set-ups of our 


distributors 


Mercer Brugler 


® Our market research is carried on 
in five ways: (1) outside agencies 
are employed under company super- 
vision for major research projects 
(2) certain company departments 
perform their own research activities 
where specialized knowledge of the 
field is required, (3) for more gen- 
eral researching, a full time market 
research man is assigned to the sales 
department, (4) product research 
and development are carried on by a 
separate group, and (5) the accumu- 
lation, tabulation and publicatior of 
sales data by salesmen, trade, geo- 
graphic areas, etc., are performed by 
the statistical section of the account- 
ing department 

These researching functions are all 
correlated into general management, 





How a sales manager can double his effectiveness 


And strengthen a depleted sales force 


The less time you spend digging for the 
facts vou need to direct vour sales program, 
the more time you can devote to the crea 


tive end of your job 


With this basic principle clearly in mind, 
Remington Rand has prepared a 30-minute 
full-color film, Sales 


ment,”* which shows proved methods that 


Dynami Manage- 
keep sales managers in full control of their 
men, their markets, and their programs, 
even in today’s changing times. The film 
shows time-saving ways to get the current 
fact-power you need to control effectively 


all phases of your sales activities 


*Dedicated to the National Sales Executives 


Management Controls Reference Library 
Room 1363, 315 Fourth Ave., New York 10 
Please tell me how I can get a free show 


ing of “Dynamic Sales Management’ 


Name 
Firm 
Address 
City 


Be sure you see “Dynamic Sales Manage- 
ment” when it’s shown at vour local Sales 
Executives Club. It’s interesting . . . it’s 


amusing it talks vour language .. . it will 
give you helpful ideas. To arrange for 
individual or group showing, use the cou- 


pon at left, below, today 


Meanwhile, for a booklet which shows in 
clear detail how to apply productive, timely 
sales control to your present system, mail 


the coupon at right, below, today 


Remington. Fland 


Management Controls Reference Library 
Room 1363, 315 Fourth Ave., New York 10 

Yes, I'd like to have a copy of vour Sales 
Control Booklet KD-524 


Name 
Firm 
Address 
City 
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20 PLUS SERVICES 


McGraw-Hill International 
makes available to help 
develop overseas sales. 


TRADE COUNSELLORS STAFF 
TRANSLATIONS 


TRADE INFORMATION AND OVERSEAS 
VISITORS BULLETINS 


OVERSEAS BUSINESS SERVICES 

THE McGRAW-HILL INTERNATIONAL 
TRADER 

OVERSEAS DIRECT MAIL SERVICES 
AUTOMOTIVE WHOLESALER LIST 
DIRECTORY OF OVERSEAS AGENTS 


AND DISTRIBUTORS OF DRUG AND 
HEALTH PRODUCTS 

WORLD MOTOR CENSUS 

OVERSEAS MARKETS FOR U. S. DRUG 
AND HEALTH PRODUCTS, EQUIPMENT 
AND SUPPLIES 

ANALYSES OF PRINCIPAL OVERSEAS 
MARKETS FOR EXPORTS OF MACHIN- 
ERY AND EQUIPMENT 


REPORT SALES QUOTA CHARTS 


FOREIGN GOVERNMENT BUYING 
AGENCIES 

CONSTRUCTION CONTRACTORS AND 
ENGINEERS OVERSEAS 

EXPORT BUSINESS MAGAZINE AD- 
VERTISING COPY 

CONDENSED DATA SHEETS ON EACH 
OF THE McGRAW-HILL INTERNATION- 
AL MAGAZINES AND THEIR MARKETS 
OVERSEAS AUTOMOTIVE BUYERS 
GUIDES 

LATIN-AMERICAN INDUSTRIAL AND 
CONSTRUCTION BUYERS GUIDES 
LATIN-AMERICAN CONSTRUCTION 
PROJECTS 


EXPORTS OF U. $. CHEMICALS AND 
RELATED PRODUCTS 


McGRAW-HILL 


INTERNATIONAL CORPORATION 


330 West 420d Street, New York, WN. Y. 
Offices in oll Principal Cities of the World 
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and in many instances one problem 
is investigated through several of 
these avenues, developing different 
phases and accumulating more facts 
than would be possible in any single 
approach 

For example, in considering the ac- 
quisition of a new line of equipment 
involving the purchase of the com- 
pany which manufactures this line, 
we made a three-way investigation 

First, our product research and 
development group passed upon the 
patentability, the soundness of de- 
sign and the practicability of manu- 
facture 

Second, the particular sales divi- 
sion involved studied customer ac- 
ceptance, competition, markets 
prices and servicing requirements 

Then, our market research group 
correlated this data. Had we, at the 
time, had on our staff our full time 
market researcher, he would have 
handled the job. As a result, the pur- 
chase of the company and the acqui- 


sition of the line was accomplished 


H. C. Ramsey 


s Wi are 


careful and painstaking market re- 


unreservedly in favor of 


search. Whenever we give consider- 
ation to adding a new product to our 
line, one of the first steps is to ar- 
range for market research to devel- 
op to our reasonable satisfaction that 
there is a need for the product and 
that it can be sold in sufficient vol- 
ume to warrant the manufacturing 
and sales organization that would 
have to be established 

Where we are dealing with a new 
product with which we have had 
little experience, it has been our 
practice to engage the services of an 
outside research organization. In 
several instances this has had defi- 
nite and satisfactory results 

On the other hand, when we have 
been considering certain improve- 
ments or modifications to an exist- 
ing product or th: adaption of an 


existing product to a new field, we 


have found it preferable to conduct 
the research through our own organ- 
ization. In such instances, the work 
is headed up by a small group at the 
management staff level and informa- 
tion is obtained from each of our 45 
sales offices located throughout the 
United States. If the product has ap- 
plication to foreign fields, we seek 
the guidance of our sales offices 
abroad as well 


Lewis Shere 


s We regard market research as an 
indispensable function to sales and 
business management 

Market research and analysis is 
handled within our own organization, 
under the direct supervision of our 
vice-president in charge of sales. 

He, with three staff 
carries on market research investiga- 


assistants, 


tions. As needs dictate they have at 
their disposal the services of branch 
office and field staffs, 
more than 400 


numbering 


® We have long recognized that mar- 
ket research aids in solving the many 
problems of sales, distribution and 
especially the introduction of new 
products 

Most of our marketing research is 
handled by our own market research 
department of nine people. Exper- 
ience has shown that this work can 
usually be done most effectively by 
personnel who are familiar with the 
company’s products and policies 

Market research has paid off for 
us in many ways. This is particularly 
true in the development and intro- 
duction of new products where re- 





eae WHERE IT COUNTS 


Advertising digs deeper 
with this exclusive circulation plan 


IT IS OBVIOUS ‘to anyone giving the subject seri- 
ous consideration that it is no more possible to do 
a 100% job in subscription selling than in the 
sale of any other commodity. 

Even the best of paid circulations is bound to 
leave some important gaps in the market cover- 
age. T. I. closes these gaps by supplementing its 
big net paid with “Directed Distribution.” 

TEXTILE INDUSTRIES’ paid circulation is checked 
plant by plant with the buying influences in all 
worthwhile mills. Individuals who exercise im- 
portant buying influence and who are missed in 
the paid circulation, are placed on the “Directed 
Distribution” list to receive T. I. each month. 

A continuous study of mill buying influences 


is carried on; changes of personnel are carefully 
checked. New names are added where the impor- 
tant buying influences are not already covered by 
paid circulation, and old names are removed 
where the buying influence is no longer effective. 

Long-time TEXTILE INDUSTRIES advertisers — 
who have had opportunity to observe this publi- 
cation’s productivity—recognize “Directed Dis- 
tribution” as a definite plus value. 

In combination with T. I.’s big net paid, “Di- 
rected Distribution” enables you to reach the 
greatest possible amount of textile mill purchas- 
ing power. This combination circulation produces 
more inquiries and more sales for you. Try it— 
you'll see. 





t. LEADS mm wut circurarion 
IN U.S. AND CANADA 


.. FOR te niin 


More than 85% of T.I.'s big net paid goes to 
production and management men actively 
engaged in the mills. Added to this impres- 
sive figure is TEXTILE INDUSTRIES’ 
valuable “Directed Distribution,” providing 
the fullest possible coverage of all import- 
ant producing units. 





Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 
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368,198 OF ’EM 


Everywhere 
Men Who Are Getting 
Ahead in Business 
Read 


The Wall Street Journal 


Are you satisfied 
with the way 
you are getting 
ahead with the 
men who get ahead 


in business? 


if not, 


THE WALL STREET 
JOURNAL 


should head 


your 





search has shown the size of the 
market, and the qualities and char- 


acteristics the product should have 


]. D. Zaiser 


® A number of times we have in- 


formally surveyed the potential 
market for this or that new develop- 
ment or product line, and the in- 
formation obtained has always in- 
fluenced our thinking 

One of the problems 


attendant to market research is the 


greatest 


difficulty in obtaining a concrete 


answer. For instance, in many cases 
it is not difficult to ascertain total 
national usage of a given product and 
to obtain a general cross section of 
user opinion of the firms now in the 
field 

At the same time it is quite ob- 

iously impossible to obtain specific 
commitments from potential users as 
to their acceptance of a new product 
should a company enter a field in 
which it has had no previous activity. 
Thus, while research establishes the 


. breadth-of the market, the standing 


of other vendors in that market and 
the appraisal of other manufacturers’ 
products offered to that market, the 
end success of a company’s entry into 
a specific market is wholly a function 
of the effectiveness of the newcorie-'s 
design, quality and marketing ability 

In net, we value market research 
as a guide; in consideration of any 
new product we would use research 
to help us decide whether or .\ot to 
enter the field in question. If we were 
asked to give weight to market re- 
earch in reaching such decisions, I 
would say that it would range from 


3°) to 20 





]. R. Van Arsdale 


Richard F. Warren . . 


Combat high cost of sales calls 





holding the cost per sales call down. 

The nature of the products sold, the 
industry practices, the customer rela- 
tionships, and other factors all enter 
into any sales planning involving an 
analysis of cost per sales call. Cer- 
tainly techniques found successful in 
some industries will not necessarily 
be a success, or even applicable, in 
other industries 

For example, how about the meth- 
od of making sales appointments? 

Here again Dewey & Almy applied 
its sales analysis microscope to this 
important phase of sales planning 
and management. The company con- 
cluded that its long-time method of 
making sales call appointments in 
advance is still the most practical 
and efficient way 

Naturally customer and prospect 
calls are more productive when calls 
are planned. Generally speaking, 
salesmen should, if possible, contact 
the customer or prospect in advance 
to be sure he will be available. Most 
preferable, the salesman should at- 
tempt to set a specific time and date 
for the call. It is 
through well designed planning of 


often possible, 
pre-arranged appointments, to step- 
up the number of sales calls 

While Dewey & Almy have not 
changed their method of making 
sales appointments in advance, they 
have initiated other changes in an 
effort to hold down the cost per sales 
call. First, the organization switched 
from personally owned automobiles 
to leased automobiles for all sales- 
men who drive in excess of 15,000 
miles per year. A second measure 
taken was a recent revision of the 
paper work required of salesmen. By 
developing a simplified call report 
to be combined with expense reports, 
the company was able to release 
more of the salesmen’s time to actual 
sales calls 

Like many another industrial com- 
pany, Dewey & Almy has also taken 
a good long look at entertainment 
allowances and expenses. At first 
blush many companies jump to the 
conclusion that sales expenses can 
always be trimmed considerably by 
lopping off much or at least a portion 
Not so 
at Dewey & Almy where no reduc- 


of entertainment allowances 





STEEL PLANT EXPANSIONS 
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INCREASED PRODUCTION 
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We don’t ask you to take our word for it — our state- 
ments are audited and verified. The circulation figures 
for Blast Furnace and Steel Plant are not arrived at by 
guess and by golly. Asa member of the Audit Bureau 
of Circulations and the Associated Business Publica- 
tions, every copy of Blast Furnace and Steel Plant is 


subject to audit. 


BLAST FURNACE AND STEEL PLANT 


has considerably more paid circulation among the 
operating men in steel plants than any other audited 
publication. It is subscribed to by over 2400 steel 
companies and steel plant operating officials and 


engineers, who read it thoroughly each month. These 


subscribers represent over 90% of all steel plant 
officials with buying authority or influence. 

If your efforts to sell your product or services are 
directed to steel plant operations, these are reasons 
why Blast Furnace and Steel Plant can do a better job 


for you. 


BLAST FURNACE AND STEEL PLANT 


the engineering authority of the Steel Industry 


Published by 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street, Pittsburgh, Pa. 
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1. Reaches the men 
who specify and 
buy, and... 


To help you 
make sure 
that your 
catalog 
information 


2. Stays in their 
offices, ready to be 
used when they’re 
ready to buy 


for manufacturers 
who sell to the 
railway industry 


Forms close February Ist, 1952 


Railway Supply 
Industry Yearbook 


Offers four big points of contact 

1. A roster of all companies known to be 
suppliers of railway equipment and ma- 
terials, their offices, plants, key executives 
and sales personnel 

2. Classified directory of products in 
which all suppliers are listed by product 
3. A suppliers’ product section, in which 
advertisers display and describe their prod 
ucts for buying reference 

4. Trade names of the railway industry 
Controlled distribution reaches every im 
portant railway office and every important 
railway officer who specifies and buys in 
the United States and Canada 


tel m@mailelilthi-iaatia-ta 
who sell to the 


Forms close February 1, 1952 


Marine Catalog 
and Buyers’ Directory 


This is the standard buying guide 

for the marine industry 

You'll find copies of it in use in the offices 
of: every active ship building and repair 
company every importan: ship operat 
ing company, marine architect and engi- 
neer, plus U. S. Government procurement 
offices, ship chandlers, dealers and agents 
Its value as a buying tool is attested by the 
Purchasing Agént of one of the largest ship 
building yards: “I use the Marine Catalog 
and Buyers’ Directory probably 50 times a 
week 

Write for literature or call representative for 
complete details on these reference catalogs. 


SIMMONS-BOARDMAN PUBLICATIONS 


30 Church Street. New York 
et, Chicago 3 


eland 13 


tion in entertainment was called for. 

Do most 
feel that this yardstick of 
is a good one, or justified? 


industrial corporations 
“cost per 
sales cali 

The percentage of companies which 
use an analysis of cost per call com- 
pared to companies believing this 
analysis is useless is unknown, and 
But what is 
important is that apparently a great 


relatively unimportant 


many industrial companies feel their 
business is of such nature that any 
analysis of cost per call is of no value 
to them 

= € vice-president in 
charge of sales, John A. Roebling’s 
Sons Co., Trenton, N. J., writes, “I 
know a lot of people keep a lot of 
records and do a lot of talking about 
Frankly, in my 


Low, 


cost per sales call 
opinion, that particular figure doesn’t 
mean a thing. What we are interested 
in is the sales cost per dollar of sales 
yr the profit on the sales rather than 
trying to figure the cost of a specific 
call. I am more inclined to look upon 
a call from the standpoint of the 
value of the call rather than the cost 
of performing that particular func- 
tion.” 

As an illustration of his viewpoint, 
Mr. Low recalls an experience which 
occurred some time ago in his com- 
pany 
back,” he says, 
“somebody in this organization got 


“Several years 


a wild idea that our calls cost us so 
much and they ought to be reduced 
and all that sort of business and we 
got to talking about it with our sales- 
men. I found in one particular case 
a fellow who was inclined to take 
that kind of direction quite serious- 
ly and proceeded to make the great- 
est number of calls with the lowest 
cost per call, but with the highest 
cost per dollar of sales. Ever since 
I ran into that experience I have 
believed that when we are talking 
about cost per call, we are talking 
about something that tells such a 
small part of the sales efficiency that 
it doesn’t justify much record keep- 
ing 

“I am more concerned,” Mr. Low 
explains, “about whether or not a 
salesman is honest, energetic, is loyal 
to the company, really works as 
though it were his own business and 
is possessed of a good share of com- 
mon sense. I would rather have 
that than all the procedures, regula- 
tions and routine formulas, which are 
not of much value unless the indi- 
vidual has the qualifications indicat- 
ed, and if he has those qualifications, 
then you don’t need the regulations.” 

Two other companies which do 
not make use of the cost per sales 
call yardstick to any great extent 
are Duplan Corp., New York, and 
Ohio Brass Co., Mansfield, O. Their 


" 
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ICE-COLD 


i 


Learn new ways for PF decals to sell your products! Send for 16-page booklet, 
DECAL-WAYS TO SALES, plus samples of PF decals. See the brilliant color 
reproduction, the ease of application. Remember, PF decals are tailormade — special 
decals can be designe for best service on your products. 


art services, consultations and estimates without obligation. 
Address Dept. IM9, 220 West 42 St., N. Y. 18, N. Y. 


PALM, FECHIEEEELER A CO. 


NEW YORK . E. LIVERPOOL, OHIO ° CHICAGO 
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Many 


BIG NAME 


COMPANIES 
Use 


CAPEX PREFAB 
Exhibits 


| A typical Capex Pre 
fob created to meet 
| the Distributor's need 


for coloriv!l, low-cost 


These Economical 

Displays Reduce 

Convention Costs! 
Capex Prefabs are ideal for trade | 
shows and dress-up sales meetings, | 
too! Typical example is this com. 
pact eye-catcher for Socony- 
Vacuum. Designed for carrying 
in a car, this complete 8’ x 8’ ex- | 
hibit can be set up anywhere in | 
less than 30 minutes—cost less 
than $200. Save on convention 
costs, or make your present bud- 


displays | 
| 
! 


get cover more shows, with Capex 


Prefab Exhibits. 


poet boob pesos’ 
CAPEX COMPANY, 
619 Sevth Bevievard . Evanston 


775 Broadway * New York City 19, New York 
— ee 
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reasons are much the same. Reports 
Lyman B. Frieze, president, Duplan 
Corp., “We deal with a limited num- 
ber of clients and sell in very large 
volume with a very small and spe- 
cialized sales force.” 

Louis J 
ager, Ohio Brass 


Ott, general sales man- 
says his company 
does not analyze the cost per sales 
call in great detail because, “We have 
a relatively small sales force made 
up of men with mature judgment 
who are given a great deal of latitude 
in their own operations. The number 
of calls our men make is relatively 
small, but so long as they continue 
to get the business that they are now 
getting, we have not had to guide 
their activities other than to give 
them fixed expense budgets per 
year.” 

A fourth organization, 
Electric Co., New York, comes up 
yet another reason why the 


Graybar 


with 
analysis of the cost per sales call is 
not used. K. B. Hopkins, advertising 
and sales promotion manager, says, 
“It is difficult (if not impossible) for 
a distributor like Graybar, who sells 
more than 100,000 products through- 
out 108 locations with approximately 
800 salesmen, to establish definite 
figures on the cost of selling . . at 
least applied to the actual transac- 
tion. These figures would vary all 
over the lot by location, by product 
and by many other factors. Natural- 
ly, in a general way we are always 
working to keep the cost of sales 
down.” 

The arguments against the use of 
1 cost per sales call analysis . . rela- 
tively unimportant as compared to 
(1) sales cost per dollar of sales; 
(2) sales force and customers, small 
and specialized; (3) size and com- 
plexity of product line and sales 
force precluding the establishment of 
satisfactory cost figures . . are, by no 
ans, also arguments against the 
phases 


study of the various cost 


ly affect the cost per 


other words, whether an indus- 
al company chooses to analyze its 
cost per sales call” or its “sales cost 
per sales dollar,” or some other cost 
factor, sales management must ask 
itself the same question 

Here are a few dollar-saving ques- 
tions which can act as a guide to 
industrial sales executives in their 


investigation of rising sales cost 


1. Does your sales planning and 
analysis include an objective exam- 
ination of present sales territories . . 
their design and potential? 

2. Would re-routing of some sales- 
men cut costs and stimulate sales 
efficiency? 

3. Have you considered cutting or 
adding to your sales manpower so 
that territories are covered as thor- 
oughly and efficiently as possible 
how about junior salesmen? 

4. How about your marginal or 
fringe accounts and prospects 
can you eliminate some of them? 

5. Have you established controls 
on sales expense accounts? 

6. Have you reduced or simplified 
sales call reports and other paper 
work required of salesmen? 

7. Is your method of making sales 
call appointments efficient . . are ap- 
pointments made in advance? 

8. Have you analyzed your travel- 
ing costs would company owned 
or leased cars be more efficient? 

9. Have you considered limiting at- 
tendance at sales and industry con- 


ventions? 


Keep your sales force strong 





sales manpower can be used to chan- 
nel customers where they will do the 
most long range good. Shortages 
create a perfect excuse to chop off 
the high proportion of unprofitable 
customers that every business picks 
up over the years in spite of rigorous 
sales control which seldom exists. 

Shortages also create a perfect ex- 
cuse for stopping the cultivation of 
unprofit- 


prospects who resemble 


able customers. Obviously, these 


negative acts have to be done in a 


positive manner 


Cultivate profitable customers. . 
See that 
profitable customers and prospects 
get the best 


really worth while and 


possible service from 
your salesmen. This is partly a mat- 
ter of allocating what production is 
available and seeing to it that de- 
liveries are made as promised . . but 
this is a limited and partial answer 
at best when demand outruns sup- 
ply. Where one is able to take care 
of a customer when he is in trouble 





“TI know of 


no savings plan 


better suited 


to individuals... 


HAROLD H. SWIFT 


Chairman of the Board, Swift & Co., Inc. 


“I know of no savings plan better suited to individuals than buying U. 


S. 


Government Bonds through the payroll deduction plan. Systematic sav- 


ing in this manner is an excellent way to produce a backlog of security 


for future need.” 


Let's take a look at the Payroll Savings Plan. 


Introduced in 1941 —and quickly taken up by industry 

Payroll Savings offered employed men and women an 
ypportunity to build for individual and national security 
through systematic savings in U. S. Defense Bonds. 

During the war years, Americans continued to save 
and helped to finance a large part of the cost of the war—by 
Payroll purchases of U. S. War Bonds 

In the post-war period of adjustment, billions of dollars 
in bonds provided an economic cushion new to this or any 
nation. Inflation would have been a far more serious 
problem had these billions of dollars been used for com 
petitive spe nding. 

Since VJ Day. men and women have continued to build 
security through easy, systematic Payroll purchases of 
U.S. Savings Bonds. 

In June 1950, Americans held a total of 56 billion dol- 
lars in U. S. Defense, War and Savings Bonds, a figure 
hicher than that held on VJ Day. More than 8,000,000 


mployees, in 21,000 large companies (employing 100 or 


more) were saving, month after month, in U. S. Savings 
Bonds. 

In November, 1950, thousands of top executives took 
a look at their Payroll Savings Plans. Then, through a 
simple person-to-person canvass of their employees they 
made sure that every man and woman was given a Payroll 
Savings Application Blank and an opportunity to make 
his or her own decision. The results would be astonishing 
to any but Americans. Without pressure or emotional 
appeal, employee participation jumped from 30%, 40%, 
to 80° ... 85° and even higher. More than a million 
workers have joined the Payroll Plan or increased their 
monthly investment. 

Take a look at your company’s Payroll Savings Plan. 
See that every employee—particularly the newer ones—are 
given a Payroll Savings Application Blank—and an oppor- 
tunity to save through monthly investment in U.S. Defense 
Bonds. Phone, or write to Defense Bonds Division, U. §S. 
Treasury Department, Suite 700, Washington Building, 
Washington, D. C. Your State Director is ready to help you 
help your employees and your country. 


The U. S. Government does not pay for this advertising. The Treasury De- 


partment thanks, for their patriotic 


donation, the Advertising Council and 
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“he TOOL 
ENGINEER 


talks your 
language 


"Tool engineers” is the name 7 


industry has adopted for the 
men whose responsibility it is to 
plan and equip the processes of 
manufacture. Machines, tools, 
gages and allied manufacturing 
equipment are his concern. 


Regardless of his actual title— 
whether President, Production 
Manager, Master Mechanic or 
Production Engineer, etc. — the 
tool engineer talks your lan- 
guage. 

You can tell him straight from 
the shoulder what you have to 
offer knowing that he not only 
understands but is actually 
LOOKING for such informa- 


tion. 


EIGHTEEN THOUSAND of 
these tool engineers are mem- 
bers of the ASTE. The publico- 
tion they read above any is 
their own magazine . . . 


Iieloo!l 


Engimeer 


PUBLICATION OF THE AMERICAN 
SOCIETY OF TOOL ENGINEERS 


and to help him get out of it, lasting 
goodwill is built. 

When, as is more usual, only a part 
of what is needed can be supplied, 
well trained salesmen can do much 
to fill the breach 

They can often work with cus- 
tomers or even prospects . . to 
show them how to make equipment 
last longer or operate more efficient- 
ly than normal usage requires. In 
ordinary circumstances, salesmen 
may quite properly encourage junk- 
ing perfectly serviceable equip- 
ment because it is obsolete and be- 
cause new equipment can pay for 
itself in two or three years out of 
savings 

But when advanced models simply 
cannot be delivered, salesmen can 
show customers how to make better 
application of what they own. . and 
in doing so, open the door for future 
business when new equipment is 
available 

In such instances, costs are high- 
er than they would be under ideal 
and added output or 
longer life of equipment is purchased 


conditions, 


at a price of waste of labor or some 
other factor of production. Even so, 
higher than ideal costs plus produc- 
tion are better than little or no pro- 
duction 

A continued, sincere show of in- 
terest in customers and worth while 
prospects coupled with all the serv- 
ice that can possibly be given (dur- 
ing a period when competitors may 
ignore yesterday’s customers) builds 
goodwill and friendship. It also helps 
keep salesmen sharp and keen, par- 
ticularly if they are undergoing 
training and retraining in customer 
relations, product applications, and 
service activities. 

Our tax structure is such that it 
does not cost much to maintain and 
increase sales manpower. Corporate 
taxes 
would take the lion’s share of what 
might be saved by disbanding or re- 


income and excess profits 


ducing the sales organization 

The few cents retained as profit 
after taxes and paid in dividends and 
again taxed as individual income are 
of little consequence compared to 
the loss of competitive position that 
can be suftered if sales of distribu- 
allowed to 
wiser man- 


tion organizations are 


disintegrate. I believe 
agements will not be deluded by a 
thinking that 


sales manpower is a luxury now. 


sellers’ market into 


“Ime TOOL 
ENGINEER 


talks your 


Published by the American 
Society of Tool Engineers, the 
TOOL ENGINEER is devoted 
exclusively to the interests of 
18,000 tool engineers whose re- 
sponsibility it is to select and 
specify the equipment and 
processes to manufacture any 
product in quantity. 
According to a recent survey 
(copy en request) 88°, of such 
purchases are initiated by the 
tool engineer in plants having 
over 5000 employees. 
TOOL ENGINEER magazine 
talks their language — your 
language. Its editorial content 
covers processes, equipment, 
techniques and materials. Its 
advertising pages are literally 
blueprints for tool engineers. 
Over 80°,, at their own request, 
receive their copies at home — 
where they have more time to 
study what you have to offer 
their companies. 
Tell him your story through his 
publication . .. 


TA Pitt) | 
Engineer 


A.$.T.E. BUILDING 
10700 PURITAN AVE., DETROIT 21 
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men are invariably busy men, and 
it sometimes takes a good deal of 
selling to get them to take these jobs. 
If past experience is a guide, many 
of these well-qualified men will not 
be interested in standing for elec- 
tion when winning means only a lot 
of work and expense and losing is 
subject to misinterpretation by their 
company and their fellow members 
of NIAA. 

There are other pitfalls in a multi- 
ple slate . . the problem of getting 
a balance of officers from various 
chapters so that a few do not furnish 
all the officers from year to year, 
and the problem of educating 3,600 
members with widely varying de- 
grees of interest in NIAA affairs and 
the qualifications of the 
candidates. 

An association with something 
over 70 directors is already pretty 
democratic. From these directors 
come most of the officers, and that 
is as it should be, because a knowl- 
edge of association affairs is almost 
a requisite for a proper administra- 
tion. 

At the moment chapter level com- 
petition for offices may be both de- 
sirable and logical where the mem- 
bers know each other better, and 
winning candidates are not faced 
with the responsibility of devoting 
from one-fourth to one-half of their 
working hours to the association. 

Certainly the NIAA nominating 
procedure should be improved. Like 
many parts of the NIAA organiza- 
tional system, it was patterned for an 
association of a few hundred mem- 
bers, and we have far outstripped 
that. However, I doubt that over the 
long pull competitive slates of candi- 
dates are the answer . . WILLIAM A. 
MARSTELLER, president, Marsteller 
Co., Chicago. 


various 


‘Forum’ on allocations helps 
his top management 


® TO THE EprToR . . I believe that you 
may be interested to know that our 
top management is very much im- 
pressed by your “Top Management 
Forum” series. Several of the articles 
on handling allocations [IM, May] 
were used by our vice-president, C. 


Among manufacturers of 


EXAMPLE No. 15 


OFFICE & STORE MACHINES AND DEVICES 


149 MAJOR PLANTS EMPLOY 103,184 


— account for 97% of total employment, 


97°: of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
149 key plants — those with over fifty employees — by name, location, 
number of employees, and chief product manufactured. 

Office & Store Machines and Devices include: computing machines, 
cash registers, typewriters, vending, amusement, and other coin- 
operated machines, scales, balances, and all other office and store 
machines and devices. This field is only one of 144 segments of manu- 
facturing industry. In each of the 144 segments, McGraw-Hill’s Census 
isolates, identifies, classifies and rates the worthwhile manufacturing 


plants. 
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where et 
Really COUNTS! 


THE MARKET — 


MILK, Its production and processing accounts 
for some $10 Billion of our national econ 
ymy approximately 120 Billion pounds 
f Nuid milk being produced in the United 
States each year. Every day of the year a 
mountain of equipment and supplies is re 
quired to keep this enormous industry func 
tioning smoothly 


YOUR share of the more than #400 Million 
expended annually for these supplies de 
pends largely on your method of approach 


to this vast market 


WHO READS MILK PLANT MONTHLY 
.. and WHY! — 

Owners and Key Men all through the in 
lustry avidly read each issue f MILK 
PLANT MONTHLY for its up-to-the-minute 
Ws Timely articles on new products, 
fev pments, patents and better methods 
1 processing milk 


r sands f requests for technical data 
stracts bea sute evidence that MILK 
MONTHLY has been a valuable tool 


st 
PLANT 
n daily use by the head men of the milk 


ndustry since 1912 


t cessing 


NO WASTED CIRCULATION — 
MILK PLANT 
premiums, 
r other leading of subscrip 
with impressive but 
Instead Cireulation is 
ed in the worthwhile seament f 
‘rocessing Industry and is A.B.« 
your protection 


S rictl m its merits 
MO never ffers any 


useless 


ertising message reaches the cream 

f this huge market 
is the 68.22 of Paid 
wal subscriptions. Truly, MILK PLANT 
MONTHLY is your Open Gateway to su 
selling the Milk Processing In 

ut the lowest actual cost 

e today for detailed A.B.C. Information 


cessfully 
A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 


Pulchritude and Pup Pull a Promotion 


eee UT OCT OCCT 


L. Saunders, as a basis of discussing 
our own problems in executive com- 
mittee meetings 

You are rendering a manifold 
service with this well edited series, 
and the subjects featured will attract 
the interest of a very wide audi- 
ence H. W. BLUETHE, advertising 
manager, Wheelco Instrument Co 


Chicago 
Don't forget the business 


writers, Mr. Editor! 


® TO THE EpITOR . . The interesting ar- 
ticle by Richard H. La Bonte on the 
standard publicity 
(IM, August) fails to complete the 


use ol releases 
picture 

The business editor's task includes 
securing appropriate material com- 
petently written for his paper. De- 
pendenc e upon press agents, mimeo- 
graphed-equipped or not, and de- 
velopment of a full-fledged field staff 
are the two extremes 
Editor La Bonte has 


writer 


In between 
overlooked the business 
whose job it is t prepare precisely 
such features for the business press 
The average paper cannot afford a 
full-time field man in each town o1 


market area and the individual 


writer, serving a variety of publica- 
tions, meets his need. He has to be 
competent in preparing an article for 
a particular magazine, because he 
makes his living by selling to the 
publisher 

Some agencies and industrial news 
some of the 


largest, realize this, and have done 


bureaus, including 
a good job of working with business 


writers, but others have not yet 


found this essential link between 
publicity source and the editorial 
desk 

Obviously, I have an “axe to grind,” 
but attention should be called to the 
fact that your contributor overlooked 
HAVI- 


Rev es 


an entire professional field 
LAND F. REVES, Haviland F 


Associates, Detroit 


Proposed advertising tax 
goes over like lead balloon 


® TO THE EDITOR En regarde yout 
first editorial, May, page 56: 

The very fact that such a proposal 
(to put a 20 to 25% tax on advertis- 


ing) was made by “our experts” 


fully confirms the fact that these 
gentlemen (using the term as loose- 
their 


ly as possible) have present 


jobs only through their innate abili- 





ty to do nothing well! 

Your own section and the articles 
in IM as a whole, are excellent. As a 
subscriber, may I express my appre- 
ciation of your whole effort L. G 
WORTHINGTON, sales promotion man- 
ager, Synchro-Start Products, Sko- 
kie, Ill. 


This mouse trap 
couldn't trap mice 


® TO THE EDITOR . . How do you think 
this thing works? That’s my person- 
al “$64 question.” I've been holding 
this ad for four years, and I still can’t 
figure it out 

The drawing shows that the mouse 
is supposed to move the “trigger” 
with enough force so the wire will 
slip out of the hole, thus releasing 
the spring. (See cut.) But the cheese 
is so close to the base of the trap that 
even an elephant, stepping on the 
cheese, wouldn't release the spring. 

True, it’s a very fine picture. The 
title asks, “Are you building a bet- 
ter mousetrap?” I hope I could build 
a better trap than that. Ww. F. 
SCHAPHORST, mechanical engineer, 


Newark, N. J. 


? 
atew. SUILOING A sertee mousetear 


B CATIONAL PAPER GOL ManeracTuetes 





Casket & Sunnyside 


F. A. Hopp . . 








WOOD Buys 


\V/\Vfoon - 





(PRODUCTS 
a 


The Vance Publishing Corporation, pub- 
lishers of WOOD, has announced the pur- 
chase of the name, good will and circula- 
tion of WOOD PRODUCTS. With the 
July issue, the name of the combined 
publications will be WOOD and WOOD 
PRODUCTS. 


The circulations of the two magazines 
have been combined to give advertisers the 
largest paid circulation in the nation’s 
third largest industry, Forest Products. WOOD and WOOD PRODUCTS 
is the only ABC, ABP magazine in the field. 





Wood is our most versatile natural resource and the only one that can be 
replaced. Today the Forest Products industry stands on the threshold of 
becoming America’s top industry. Revolutionary developments are now 
taking place. The editorial policy of WOOD and WOOD PRODUCTS will 
be directed to management to keep them informed of the practical new de- 
velopments, production methods, distribution problems of this fast moving 
industry. 


Planned editorial and selected features from the two magazines plus many 
new features give WOOD and WOOD PRODUCTS the outstanding editorial 
leadership and readership of all the magazines in the industry. 


Reaching the Forest Products industry through the pages of WOOD and 
WOOD PRODUCTS offers you a vast new potential for your products in the 
buyer's market ahead. We feel it is our job to know these markets better 
than anyone else in order to help you make these markets pay you bigger 
dividends. 


Contact us today to find out how you can get your share of this nine billion 
dollar market 


and 


5 OO!D The National Management and 

News Magazine of the nation's 

PRODUC Y s third largest industry . . . 
i\ 


Forest Products 





Also publishers of 
American Lumbermon 
& Building Products 
Merchandiser, and 
Food Packer 


© 139 North Clark Street 
Chicago 2, Illinois 
@ Flancial 6-5380 
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and equipment. 


A Jenkins Publication 


NB Py 





See McGraw-Hill advertisement 


on page 163. 


Editorial Aufluence 


builds acceptance for your advertising 
in Butane-Propane News 


Influence, of course, is only another 
name for reader-satisfaction. For a longer 
period of time than any other publication, 
Butane-Propane News has been satisfying 
readers, (highest subscription renewal in 
the industry) and building and broadening 
the markets for liquefied petroleum gases 


In addition to publishing the first maga- 
zine, the B-P News editors have made 
available the only complete library for 
this industry. The world-wide distribution 
of these Fundamental Working Books has 
solidly established Butane-Propane News ae A 
as the authority on LP-Gases. For adver- 
tisers, this means action-producing results. 


. Carburetion. 
ilable after N. ber 15th. 
QS catalogs. 


198 S. Alvarado St., Los Angeles 4, Calif. 
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Headquarters for LP-Gas 
information Since 1931 


HANDBOOK 
BUTANE-PROPANE GASES 
The technica! outhority. 
25,000 copies in use. 
BOTTLED GAS MANUAL 
Seles and Service. 
10,000 copies in use. 


POWER MANUAL 
Principles of LP-Gas 








BUTANE-PROPANE CATALOG 
Pre-filed manufacturer's 





Operating an LP-Gas Business 
Set of twelve booklets. 

The ABC of LP-Ges 

The Liquid thet is Ges 
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WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Seoklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 


Business Papers @ Farm. Publica 
Consumer Moagatines 


343 So. Dearborn St., Chicago 4 


New products, old markets 
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from their regular markets. 

Mr. Callos of Klau- Van Pietersom- 
Dunlap Associates explained, “Be- 
cause of present limitations on pro- 
duction in view of material and la- 
bor shortages, our clients, in most 
cases, are not seeking new markets 
but rather, are making every at- 
tempt to supply old customers.” 

Mr. Clarke of the Philip Carey 
Mfg. Co., observes, “As each new 
product is available for sale, we find 
ourselves entering into additional 
markets.” 

But the situation is different for 
Joseph T. Ryerson & Son, according 
to President C. L. Hardy, who ex- 
plained, “Operating as we are under 
strict controls, we are staying close 
to our regular markets and our 
regular line of products, with the 
emphasis on the latter in fewer sizes.” 

And Remington-Rand, according 
to Mr. Seares, is becoming more se- 
lective, productwise and marketwise. 

In the same boat with Mr. Hardy 
and Mr. Seares is James H. Patton, 
sales manager, Sangamo Electric 
Co., Springfield, Ill, who reported 
no change in the company’s markets 
or product lines. 

However, Walter H. Girdler, Jr., 
vice-president, Girdler Corp. and 
Tube Turns, Louisville, said that the 
company’s distribution system is 
being geared for a steady solid ex- 
pansion 


Changes in advertising . . Last 
January, 203 industrial advertisers 
participating in INDUSTRIAL MARKET- 
1nc’s fourth annual survey of adver- 
tising and promotion plans, indicated 
that the defense program was not 
causing major changes in industrial 
advertising copy approaches. At that 
time, only 28% had changed or 
planned to change copy angles, and 
only a portion of the 28% were 
switching to service advertising 
But in the short period of nine 
months, the picture has changed. 
One-half of the companies repre- 
sented in the current spot check re- 
ported that they are using or pre- 
paring to use service or institutional 
advertising. Some were turning to 
the service or institutional adver- 





tising for entire campaigns others 
planned to use it only part of the 
time. The remaining 50%, however, 
are continuing with good old-fash- 
ioned competitive advertising . . the 
kind that tries to get orders. 

North of the border, in Toronto, 
W. George Akins, president, Walsh 
Advertising Co., predicted that, in 
Canada, the remainder of 1951 would 
see institutional advertising on the 
increase to a point that might “bal- 
ance the scales with straight product 
advertising.” 

And Mr. Fensholt of Fensholt Co., 
observed, “Industrial advertisers 
may be considering a change of em- 
phasis from products to service. 
They have learned that market shifts 
from scarcity to surplus can happen 
quickly, and that it pays to keep one- 
self prominent in the industrial 
scene by continuing advertising, even 
in a seller’s market. Therefore there 
has been a tendency to continue cur- 
rent programs and even to expand 
promotional campaigns of a prestige- 
building type.” 

Mr. Patton of Sangamo Electric 
commented, “We expect to make 
modifications in our advertising pro- 
gram due to shortages and long de- 
liveries . . primarily by stressing the 
importance of repair parts service.” 

Another company using service 
advertising is Joseph T. Ryerson & 
Son, Inc. Said Mr. Hardy of Ryerson: 
“With the extreme tightness of the 
market, we are holding our adver- 
tising along conservative lines, em- 
phasizing more service advertise- 
ments than normal. We recently de- 
voted eight pages of our Ryerson 
Pictorial to classified advertisemenis 
for our customers who were either 
seeking defense work or attempting 
to find subcontractors.” 

Mr. Callos of Klau- Van Pietersom- 
Dunlap Associates, said that indus- 
trial advertising is still pushing prod- 
ucts but is not asking for the or- 
der too strongly. Product features 
and user benefits are still being 
stressed, but there is a tendency to 
bring in the service angle, he added 

But the Hays Corp. plans no switch 
to service themes in advertising. Mr 
Sprague told INDUSTRIAL MARKETING, 
“Case histories have been and will 
continue to be a fundamental part 
of our advertising program how- 
ever, they will undobtedly reflect the 
current problems of our customers, 


continued n 1g¢ 


Do people 
say nice things 
about you? 


The secret of getting people to speak 
of you and your business in favor 
able terms is explained in the current 
S. D. WARREN COMPANY message 

a full-page advertisement in 
THE SATURDAY EVENING POST for 
September 15th. Be sure to read it 
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why transit men read 
| MASS TRANSPORTA TION 





| 
jFASCINATING FACTS 





: | 


ransit facts intrigue transit 
And each issue of MASS 
latest developments, 


men. 
brings the 
personals on transit personalities, 
dollars and cents facts on operat- 
ing experience, industry gossip 
No wonder MASS readers are avid 
readers! 


Our average subscriber studies 
his copy 2 hours and 13 minutes. 
What the 7 
minutes spent on ordinary maga- 
zines that are merely “thumbed” 
through! 56° of MASS subscrib- 
ers take each MASS issue home .. . 
dig into it in several sittings! 


a difference from 


That's readership! And it blan- 
kets a big field—the MASS market 
includes 60,000 buses, 20,000 other 
vehicles, 300,000 employees, and a 
$250,000,000 


maintenance and operating mate- 


annual outlay for 
rials alone! 
market, use MASS, the magazine 
that’s thoroughly read, thorough- 


To tap this whopping 


A 


ly enjoyed! 


SEE SRDS CLASS. 21-—OR 
WRITE FOR RATE CARD. 


TRANSPORTATION 


222 W. ADAMS ST. 
CHICAGO 6, ILLINOIS 
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Diamond 


Chemical Society 
Jubilee, New York 


Annual Electronic Parts Dis- 
tributors Show, Public Audi- 
torium, Cleveland, Hollenden 
and Statler Hotels, Cleveland 


10-13. 


Sixth National Instrument Con 
ference & Exhibit, Instrument 
Society of America, Sam 
Houston Coliseum, Houston 
Texas 


National Contract Hardware 
Association, Palmer House, 
Chicago 

Allied Railway 
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American Association of Tex 
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Statler, New York. 

National Govern 
mental Purchasing, Shoreham 


Washington, D. C 
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.43rd National Business Show, 
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New products, old markets 





which in many cases is a need for 
greater capacity from the same 
equipment.” 

Mr. Fall of Benjamin Electric said, 
“Our advertising is not showing any 
change due to shortages of material 
or labor. We are not using any more 
service advertising.” 

Most of the advertising for clients 
of Russell T. Gray, Inc., is still di- 
rected toward securing immediate 
sales. In a few instances, however, 
service or institutional advertising 
has been started. Mr. Walther said 
that the agency anticipates there will 
be more of a swing to this type of 
advertising in the near future. 

Mr. Guest of Meldrum & Fewsmith, 
said: “To a small degree, service ad- 
vertising is replacing product ad- 
vertising, but quite a number of com- 
panies are still of the opinion that 
they may run into a situation where 
hard selling is going to be necessary.” 

American Lumber & Treating Co., 
Chicago is undertaking a pin-point 
advertising program. Edward B. 
Wilber, president of the company, ex- 
plained, “This merely means that we 
are concentrating our advertising 
on those markets left reasonably open 
to us, and are curtailing our adver- 
tising formerly directed to an open 
and free-economy.” 


Higher ad budgets. . Al! along the 
line, more is hging spent for indus- 
trial advertising. Here’s what adver- 
tisers and agencies had to say on the 
subject 

Our advertising and sales promo- 
tional programs have been accele- 
rated rather than de-emphasized . . 
Girdler Corp. and Tube Turns 

1951 holds the largest wolume, page 
for page, and client. for client, of any 
year in our history .. Walsh Adver- 
tising Co 

We shall continue to increase our 
advertising, our sales promotion, and 
our direct sales efforts .. Remington- 
Rand 

We expect moderate increase in 
advertising costs and budgets in the 
coming months Russell T. Gray, 
Inc 

To back the industrial sales di- 
vision, more of our advertising dol- 
lars are being directed to the indus- 








Tennis is plainly not his racquet—but his 
business is your business! 


He and thousands like him make the buying 
decisions that make your wheels turn. They 
are the plant managers, works managers, 
master mechanics, superintendents, general 
foremen and the like . . . men who trigger*’ 
the buying of industry. ’ 

Put your money where your mar- 

ket is. Tell and sell these produc- 

tion executives through the 4 

of MODERN MACHINE SHOP 

— 38,000 circulation — largest 

in the metalworking field. For 

details on low rates and high 

returns, write: 


MODERN MACHINE SHOP 
431 MAIN STREET 
CINCINNATI 2, OHIO 











This Emblem Means 
Perr imurls die iricl 
IT’S EASY FOR YOU i itectens toner 
to Get Media and Market Data 


When you see it in the advertisements of business publications — in their 
promotion copy in folders, on blotters, in circulars— you are being 
reminded that the publication has filed its complete reference data in The 
Market Data & Directory Number. It means you con find facts on the pub- 
lication’s editorial services, circulation, influence, market studies, and 
similar information, adjacent to complete data on the market it serves. 
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CHURCHES 


OFFICE PLANTS 


BUILDINGS 
THEATERS 


HOTELS 


PUBLIC 
BUILDINGS 


HOSPITALS 


The big jobs have to be “engineered.” In SCHOOLS 


almost every case of new construction, and 

in many cases of modernization and mainte 
nance for commercial, industrial and public 
buildings, an engineer is consulted to solve 
air conditioning, 
Make sure 
certain 


the complex problems of 
heating, piping, refrigeration, etc 
that 


products he mentions yours by name. 


when he suggests the use of 


Create this preference in his mind by giving 
him information about your product in the 
publication he consults regularly—HEATING 
AND VENTILATING. This is the magazine 
edited with the practical problems of the air 
conditioning, heating, piping and refrigera 
mind. It is the magazine 
specif ally edited to cover the interests of 


tion engineer in 


the men who engineer installations for the 


larger buildings, as distinct from homes 


To learn more about who these men are, the 
work they do, and their importance as buying 
influences, write for the free booklet, “How 
Equipment is Bought.” This 24-page booklet 
is not an advertising piece, but a manual of 
helpful information for those who are inter 
ested irc. this market 


An Industrial Press Publication 
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See McGraw-Hill advertisement 
on page 163. 








Order Now! 


MAKE MORE 
SALES!! 


1 bent 
long Island's Major Defense 
Production Center 
$5.00 per 
INDUSTRIAL BUREAU 
THE LONG ISLAND ASSOCIATION 
ARDEN CiTY 


copy 


trial market . . Philip Carey Mfg. Co. 

We anticipate a normal increase in 
the 1952 appropriation . . Durez Plas- 
tics & Chemicals. 

Only two of our clients are doing 
less advertising this year than in 
1950 . . Meldrum & Fewsmith. 

Industrial advertisers, profiting 
from their sales promotion experi- 
ence during and after World War II, 
are not talking about stopping their 
advertising . . Fensholt Co. 

Budgets are being expanded, 
usually in an amount to take care of 
rising space and mechanical costs . . 
Klau-Van Pietersom-Dunlap Asso- 
ciates 


Controls, a pain . . Price and wage 
controls are a headache to many in- 
dustrial advertisers. A few took time 
to say so: 

We are experiencing considerable 
difficulties, just as everybody else, 
due to price and wage controls . . 
Benjamin Electric Mfg. Co 

The chief problem does not seem 
to be selling, but administration. Day 
to day management is becoming more 
complex and burdensome . . Walter 
Weir, Inc., New York, Walter Weir, 
president. 

Price and wage controls are a con- 
stant headache . . Sangamo Electric 
Co. Says Sangamo: 

Wage and price controls have cost 
us a good deal of time and money. 
Our executive team has spent many 
hours attending outside “explana- 
tory” meetings as well as inter-or- 
ganization conferences in the past 
nine months. In addition, our outside 
accountants have spent a great deal 
of time with us (with resultant high 
expenses) and many of our people 
have had to neglect production work 
or work overtime to assemble the 
necessary records for government re- 
ports . . effort which has subsequently 
proven unnecessary. 
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801/ circle on Readers’ Service cord 
How to use direct mail 


easily and effectively 


Here are suggestions for building a good 
direct mail campaign. Di ms cover 
the direct mail letter, the circular, the order 
form, and the mailing list. Also included 
is a chart of “do's” and “don'is” based 
on 80,000 mailings. Prepared by McGraw- 
Hill's direct mail division. 





902 / circle on Readers’ Service cord 
Booklet tells story of 


type and its origin 

This booklet summarizes the story of 
man's struggle to communicate through 
the written word . . as shown in the 
sound film, “Type and its Origin.” It traces 
communication from prehistoric painting 
on cave walls through knotted rope mes 
sages up to today’s finest typography and 
printing. Offered by Monsen-Chicago. 





SSS TSS SESS eee eee eeeeeeee 
903 circle on Readers’ Service cord 
Free directory of 
gevernment procurement agencies 
If you're in a position to handle defense 
contracts, you'll want a copy of this newly 
published directory. It carries the complete 
names and addresses of the 600 most im- 
portant Government procurement agencies 
. agencies placing approximately 85% 
of all defense orders totaling $4 billion 
monthly. Offered by Federal Procurement 
& Subcontracts, a daily publication. 


SSCS SC ESTES eee eeeeeeeeeee 
904, circle on Readers’ Service card 
How to use 


Starch readership reports 


The above title pretty well describes the 
content of two feature articles published 
in the July and August issues of INDUSTRIAL 
MARKETING. They were written by Howard 
G. Sawyer, vice-president, James Thomas 
Chirurg Co., New York. Daniel Starch and 
Staff offers reprints. 
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905 / circle on Readers’ Service cord 
23 Market studies available 


Here's a list of 23 market studies. A few 
of the fields covered include industrial 
trucks, fans, pumps and steel forgings. 
The Market Research Division of Iron Age, 
will send this list, from which you can 
select the studies you would like to have 


906 circle on Reoders’ Service cord 
Type should deliver message 
to reader rapidly 

The average reader doesn't know a great 
deal about type. He probably thinks Times 
Roman is an Italian newspaper, and re- 
calls Cheltenham as the product of a na- 
tionally known meat packer. All he knows 
is whether it is easy to read. A provocative 
article in the SSth issue of “Type Talks” 
takes the idea from this point, and in doing 
so looks down its nose at art directors 
who are inclined to get a little too arty type- 
wise. Offered by Advertising Typographers 
Association of America, Inc. 











$13 914 


907 / circle on Readers’ Service card 
How self-adhesive signs can 


deliver your sales messages 
Self-adhesive signs are ideal for product 
identification, for product advertising, and 
for product instructions. No tacks, glue, 
or water need . . just push them on. Chi- 
cago Show Printing Co., offers a new book- 
let, “39 ways to use Mystik Self-Stik.” 





908 circle on Readers’ Service card 
Little Gallery shows work 


of American artists 


A four page bulletin, “The Peerless Little 
Gallery,” published bi-monthly, offers 
thumbnail sketches of American artists, well 
known in advertising art circles . . and 
shows examples of their work for leading 
national advertisers. Peerless Lithograph- 
ing Co., Chicago, offers a free subscription 
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How advertising was used 
to introduce a new product 


An industrial advertising campaign in 
troducing a new product, the ES-nail, pro 
vided Elastic Stop Nut Corp. with an op- 
portunity to measure advertising effective 
ness. Sales volume went up substantially 
after the beginning of the campaign. Mc 
Graw-Hill’s Laboratory of Advertising Per- 
formance tells the story in a special report 


circle on Readers’ Service card 


silo, circle on Readers’ Service card 


Small manufacturer publishes 


Are you planning to produce a booklet 
to tell Uncle Sam how and why your piant 
and personnel can handle delense sub 
contracts? If so, you might get some good 
ideas from the “facilities book” published 
for the A. B. McMahan Co., St. Paul. You 
can have a copy 





Z 





i 


S11/ circle on Readers’ Service card 
Picture story of refrigeration. 
air conditioning industry 


99 pictures show the role that the com- 
mercial and industrial refrigeration and 
air conditioning industry picys in the na- 
tion's economy. The industry, far larger 
than most of us realize, offers a rich market 
to many manufacturers and suppliers of 
industrial equipment and materials. This 
40 page book published by the Air Con- 
ditioning and Refrigerating Machinery 
Assn., Inc., Washington is regularly priced 
at $1, but is offered free to IM readers. 


912 
How to merchandise advertising 


“Merchandising your Advertising 
12-page booklet that describes a three-way 
plan for merchandising your business paper 
advertising to prospects, customers . . and 
also to your own organization; manage 
ment, salesmen, distributors and dealers 
This booklet offers specific suggestions, and 
quotes costs. Prepared by McGrew-Hill. 
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O13 / circle on Readers’ Service card 


Needle stamp campaign 
crusades against hidden taxes 
Do you and your employes know the 
full story of hidden taxes? In Chicago, 
one Larry J. Kreger, 
president, L. F. Kreger 
Mig. Co., knows that 
we pay $30 billion an- 
nually in hidden taxes 
. and he doesn't like 
it one little bit! But, un- 
like many of us, he's 
doing something about it. He is the guiding 
force behind the needle stamps you've 
been seeing the last year or so. If you're 
among those who feel the tax situation is 
getting out of hand, and are interested in 
calling it to the attention of your employes, 
suppliers and friends, here's something 
specific you can do about it. Mr. Kreger 
will send you complete details, along with 
a full sheet of needle stamps. 


SSSSSSSSSSSSESS HESS SESE See e eee ee eeeeee 
914/ circle on Readers’ Service card 


What you can do about 
the shrinking dollar 


While we're ail steamed up about hidden 
taxes (see 913, above), we might as well 
get a word in about the good old dollar, 
end what's causing it to shrink in value. 
The Economic Research Dept., Chamber 
of Commerce of USA, offers a folder which 
tells, in an understandable manner, (1) 
what causes the dollar to shrink in value, 
(2) what can remedy the situation, and 
(3) what you can do about it. 


O1G/ circle on Readers’ Service cond 


Correspondence course on color 

An all-round practical working knowl- 
edge of color can be a most valuable 
asset to anyone in the field of advertising 
or sales promotion. Color Research In- 
stitute of America, Chicago, offers a pro- 
spectus of a correspondence course in 
color engineering. 


916, circle on Readers’ Service card 


Christmas Gifts for customers 


Are you considering automatic pencils, 
desk indexes, ash trays, letter openers 
or calendars as possible Christmas re 
membrances for your prospects or cus- 
tomers? If so, youll want a copy of a 
four-color brochure offered by Autopoint 
Co., Chicago. 
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Concrete 


Now sates, now effective In the manufacture of a sale, just as in the manufac- 
ture of a product, there are certain operations which 
can be speeded up with mechanical tools. 

This 20-page McGraw-Hill booklet ‘“‘Mechanizing 
Your Sales with Business Paper Advertising”’, dis- 
cusses the steps along the route to a sale—and to 
the protection of a market if you are oversold— 
which can be performed most economically by the 
County & Township Roads high-speed, low-cost tools of advertising. 

We believe you'll find it both interesting and 
helpful. 
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of binders for all sorts of purposes 
— catalogs, technical manuals, in- 
struction and engineering — pro- 
posals. And its famous “‘Bestex” 
material lasts and lasts and lasts, 
and always looks good. Prices? 
Ask anybody. An art department 
to help you with layouts if you say 
so. All of the practical looseleaf 
metals—the best in decoration. Tell 
us your requirement — we'll send 


samples and quotations promptly. 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


and Paper Cover Stocks; also Acetate Tabbed indexes. To Your Order 
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believe will interest you: 

“The idea of a case history library 
on advertising certainly has a lot of 
appeal so much so, in fact, that 
the operations committee of our 
board of directors gave considerable 
time to a discussion of the subject 
about a year ago. One of our direc- 
ters studied a proposal that had been 
made for the establishment of a case 
history library, and reported to the 
committee, questioning the practi- 
cability of developing a ‘case history’ 
library for the following reasons: 

“1. It would be difficult, if not im- 
possible, to get all pertinent facts 

“2. Even though facts regarding 
advertising and promotion, sales or- 
ganization, sales results were avail- 
able (which is unlikely), it would 
not be practicable to have all the 
facts regarding the industry con- 
cerned, competitive advertising, etc. 

“3. Even though sales and adver- 
tising facts were available, we know 
that in both advertising failures and 
successes there are many factors 
other than advertising that have an 
important bearing on the result. 

“4. On the assumption that all facts 
could be collated, it is highly ques- 
tionable whether advertisers would 
be willing to make the facts avail- 
able to the public 

“5. In this changing world, the ele- 
ments in any advertising history are 
not static and any review of such 
histories as we have reveals the fact 
that changed conditions make them 
of little or no value 

“6. If it could -be developed, we 
question its value because of the 
changing nature of the business 

“The report further questioned 
whether such a library would, in 
fact, improve the standing of the ad- 
vertising agency business and rec- 
ommended that the operations com- 
mittee reject the proposal to found 
such a library as an AAAA project 

he committee voted to approve 
the above report with the comment 
that while the case library idea has 
considerable appeal in theory, it 
would be difficult to work out in 
actual practice and would not be as 
valuable as it might seem 

“Referring to Mr. Woolf's article 


it seems to us that there is a con- 





fusion of issues. Mr. Woolf speaks 
about the lack of a record of ‘cor- 
porate experience’ in the case of 
particular agencies. Our feeling is 
that quite a number of agencies do 
have just such comprehensive rec- 
ords of their ‘corporate experience’, 
though perhaps this development 
has come along since Mr. Woolt’s 
retirement 

“Any agencies that do not have 
some regular, systematic way of re- 
cording what they learn from their 
day-to-day experience should cer- 
tainly heed Mr. Woolf's article, but 
the idea of pooling all such knowl- 
edge into a centraiized case history 
library seems to be a much different 
matter, from a practical point of 
view. However, if a company could 
be formed to do it as a private ven- 
ture, I am sure that many people 
in the advertising business would 
cooperate and wish it well.” 


Employe, public relations 


¢ 





tion. As one delegate observed, “The 
place is bristling with brass.” The 
key speaker was not the head of a 
large company with thousands of 
employes. He wasn’t at the upper 
executive level. The public relations 
man didn’t write his speech, he wrote 
it himself. He didn’t talk about 
management's responsibilities, but 
about the employe publication and 
what management can expect from 
it 

His name is John A. Jones, who 
has just moved from editorship of the 
“Employes Bulletin” at Weirton Steel 
into the post of director of publica- 
tions and publicity 

“The friendship of your employes,” 
said Mr. Jones, “is not for sale. You, 
as employes must earn that friend- 
ship. I think it can be done through 
the medium of the emplove publica- 
tion by inspiring confidence in your 
leadership. It isn’t necessary to make 
your own halos, but I think if the 
Lord is good enough to give you one, 
it’s not expecting too mut h to ask 
you to keep it polished. Your em- 
ployes do not hate the boss; they just 
love themselves more, and that’s only 
human. They want to believe the 
company they work for is the best 
in the country and that the boss is 
the best, too. It shouldn’t be hard to 
fill that kind of demand.” 





The Super-Market In the @ of America’s Industrial Future 
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PREFER—Construction News Monthly 


If your schedule does not include CONSTRUC- 
TION NEWS MONTHLY .. . you owe it to 
yourself, your boss—or whoever approves the 
budget — to consider this best read, most preferred 
publication covering the construction field in the 
area served, according to a readership survey by 
Research Report Co. 


NOTE THESE FIGURES FROM A 
NATIONAL READERSHIP SURVEY 





In the survey nm fair 
ness to ‘all mublications To the q ti mt Which C t . Pp 5 
ietiens wake tected lication Do you Bead Mae, Teareughin’ 


Readers were compelled 
to WRITE in the names 
of publications when 
answering the quest.on 
nair os 
WRITE FOR THE 
SURVEY BOOKLET! 


The booklet “What Pub 
lications Do Construction 
Men Read?” tells th. com 
plete survey story, gives 
valuable facts for build 
ing the best ad schedui« 
for the construction in 


= OVER 6600 READERS 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION ACTIVITIES 


In Okichoma, Eastern Missouri, [+ | 
Arkansas, Western Tennessee, 
Mississippi and Louisiana 





LITTLE ROCK, ARKANSAS 








4 Convention Issues awe wouldu't mise 


If you sell the alert sleeping equipment man- 


ufacturers, use BEDDING. And don’t over- “ we Were you! 


look these looked-for and popular numbers: 


October—Pre-Convention Issue 
November—Convention Issue 
December—Post-Convention Issue 
January—Convention Report Issue 


WMP THESE FOUR ISSUES WILL MAKE AN 
EXCELLENT TEST! 


| For Detailed Data See _| This $431,000,000 market 
t may be covered with 
BEDDING the indus 

TrThiuriga@irice § try's ONLY book. Page 
. ads cost only 3 3/4 per 
PSUS TIM subscriber (12-time rate)! 


Merchandise Mort, Chicago 54 
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Age 2...but how 
weve grown here at 


CONSTRUCTION 
EQUIPMENT 


The two years since we came out with 
our first issue have been growing ones 
With 416 pages of advertising through 
September this year, compared to 154 
pages for same pe riod a year ago, we 
are growing fast! 

We think this growth has been possible 
because we have kept firmly to two fun 
damentals. 

First, we have maintained an editorial 
policy which emphasizes terse, meaty ar- 
ticles on cost-cutting equipment applica- 
tions articles especially tailored to the 

always-in-a-hurry construction man 

Second, we have kept up a circulation 
method, unique in the construction field 
825 construction equipment distributor 
salesmen act as our “circulation force.” 
These men know their territories as no 
one else. They select important equip- 
ment buyers and then pay us to send 
CONSTRUCTION EQUIPMENT to them, each 
month 

Join the many construction equipment 
advertisers who have found that placing 
advertising before such key buying in- 
fluences is paying off with increased sales 
We'll be glad to send you full details 


See SQUIPERENET 
America’s Fa (rrowing Trade Magazine 


mol 


A Conover-Mast Publication 
05 East Pnd Street 


New York 7, N.Y 


Coast Enipent 








Catalog organization 





combination consists of. Note how 
all drawings fall into the vertical 
orange panel, with titles cutting in 
from left 

The next column consists of de- 
scriptions of the combinations. Thus, 
valve combination,” 
having a 


the “mixing 
which is illustrated as 
shower nozzle, valve, two 
faucet handles and a bath filler, is 


further described 


mixing 


Two types of trim are available 
with some combinations, only one 
with others. This is handled in the 
where the horizontal 
arrangement is separated into two 
one referring to “Standard” 
other to “Waldorf” or 


which are explained in 


next column, 


parts, 
trim, the 
“Colonial” 
the fittings section 

Numbers of the fittings are given 
next, and these can be found describ- 
ed in the fittings section. This col- 
umn is followed by one giving a 
choice of pop-up or chain-and-stop- 
per drain. The last four columns 
show model numbers of the four 
shape-outlet combinations 

Thus, if you want to put a shower- 
bath of the built-in apron type into 
with outlet at 
right and with mixing- 
valve combination, pop-up drain and 


a bathroom recess 


equip it 


standard fittings, all you have to do 
is ask for P2225T, what 
length of bath you want 

By contrast, in a former catalog 


and say 





14 pages were needed to cover the 
Master Pembroke. The first of these 
was occupied with extolling the 
“universal appeal” of this tub 
promising that it “will thrill all in 
whose bathrooms it is installed.” 

The following two pages in the 
baths section carry two information 
units, being divided into two hori- 
zontal areas. Both have reference 
points at the upper right. The first 
unit shows two types of baths each 
requiring a quarter page for illus- 
trations and specifications. The sec- 
ond unit shows two models of sitz 
baths and two models of foot baths. 

Note the last page in the section. 
Although there is very little materi- 
al to be shown in connection with 
the bath support and the powder, 
the material belongs on a page by 
itself and there was no attempt made 
to jam it onto some other page 

Was this catalog expensive? Yes, 
in terms of dollars. But in terms of 
its much greater use than 
hence the more 


results . 
the previous one, 
frequent specifications of American- 
Standard fixtures . . it was decidedly 
inexpensive. 


“Pre-filed” Catalog . . It is only 
fair to Sweet’s Catalog Service, to 
which I am indebted for much of the 
foregoing, both 
ample, to devote a few words to the 
catalog file. This is the collection in 


doctrine and ex- 


one bound volume of various sup- 
pliers’ individual catalogs, grouped 
and classified to provide a given in- 
with a rea- 


dustry or type of buyer 





sonably complete and always acces- 
sible system of product information 

Ordinarily, suppliers’ catalogs are 
distributed either upon invitation or 
broadcast to best-known users and 
prospects in the hope they will be 
filed and used. In either case, the 
mortality, due to failure to arrive at 
the proper party, being thrown 
away, mis-filed, borrowed or for- 
gotten, or becoming obsolete, is un- 
derstandably high. 

Reversing this procedure, the in- 
dividual catalog distributed in a 
“collected catalog” is pre-filed be- 
fore distributed; is distributed upon 
request to qualified parties only; is 
kept together with other catalogs of 
related interest, in a single and stra- 
tegic place; and is renewed yearly. 

A number of collected catalogs are 
published, sometimes as an adjunct 
to a magazine, perhaps merely as an 
extra issue which is given the title 
of catalog. Few of these are true 
catalogs in the sense we have been 
discussing; most often, they are col- 
lections of ads . . considered so by the 
manufacturers who “advertise” in 
them and permitted to be so consid- 
ered by the publishers 

But if a catalog is to be consider- 
ed a collection of buying informa- 
tion, it shculd be complete 
participation of 


. com- 
plete as to the 
enough suppliers to make its use 
worthwhile, complete as to the in- 
formation provided by each supplier 
To keep the supplier on the right 
track, Sweet’s, for one, limits the 
number of pages available to any 
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Warm Air Heat 
Oil Heat 


Gas Heat 


reaches all these buyers! 


HEATING AND PLUMBING EQUIP- 
MENT NEWS has brought an entirely new 
circulation concept to the heating and 
plumbing field. No longer is it necessary 
to use separate papers to reach each part 
of this large and profitable market. Now 
it is possible to use one—HEATING AND 
PLUMBING EQUIPMENT NEWS — and 
reach every branch at once. 


This unique publication is the only new 
equipment magazine covering the heating 
and plumbing business. Its circulation to 
over 35,000 heating and plumbing con- 
tractors and wholesalers is the largest in 
the field. 


Reach these important buyers each month 
at lower cost per thousand than any mago- 
zine covering the heating and plumbing 
fields. Reach them through the magazine 
that gains and holds their interest* . . . 
HEATING AND PLUMBING EQUIP. 
MENT NEWS. Send for sample copy. 


Piping 
Plumbing 
Radiator Heat 


Ventilating 





Air Conditioning 
a a 








*interest? Readership of “HPEN™ 
is proved by actual inquiries sent 
to us by readers and forwarded 
by us direct to manufocturers. 
These inquiries have overaged 
7324 per month. Individval ad- 
vertisements have brought as 
many os 220 inquiries from one 
1/9-page (3-3/8" « 4-7/8") in- 
sertion 


An Industrial Press Publication 


HEATING & PrumBing Equipe” Nrws 


° NEW YORK 13. N.Y. 


148 LAFAYETTE STREET 





Magazine Devoted 
ENTIRELY to 
GAS HEATING 


Write for Statistical Data 
HEATING PUBLISHERS, INC. 
17 E. 37th St., NEW YORK 16, N.Y. 
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To be published 
October 1, 1951 


Your printer 


will secure 


@ copy for you 


FREE 


Authoritative, concise complete 
this 140-page pocket-size Handbook 
is practically an encyclopedia 


of envelopes and envelope usage. 


shows you Tells how to pick the right envelope 
for every job . . . how to save time and 


how to money, increase efficiency and profits 


through correct envelope usage . . . 


CUT COSTS, gives mailing, packaging, printing and 
SAVE WORK other information — everything you 
. ; 


need to know to use en elopes profitably 


INCREASE PROFITS Published October 1. Write your 


printer or paper merchant today to 


through correct 


reserve a copy for you. 


envelope usage - 


% 4 UNITED STATES ENVELOPE CO. 


| WS ¥2 14 Divisions Coast to Coast 
Sy SPRINGFIELD 2, MASSACHUSETTS 
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supplier . . that is, it has a minimum 
number of pages, four. It is hoped 
that with the requirement of filling 
four pages, the supplier will be ob- 
liged to use product information 
rather than advertising material and 
will put in enough material to make 
the insert really useful 

This requirement not only en- 
courages each supplier to do a better 
job, but also serves to keep out the 
suppliers who do not understand the 
catalog’s function and, by destroying 
a part of the catalog’s utility, would 
work a hardship on the intelligent 
suppliers who depend upon the 
user’s belief in the catalog’s utility 


and dependence upon it 


Merchandising . . Proper catalog 
distribution is the final step in mak- 
ing information about your product 
available to the buyer at the time of 
his maximum interest in such a 
product when he is ready to buy 
it 

How you distribute it is a mat- 
ter for individual decision, depend- 
ing upon the forms of transportation 
most suitable to your particular 
market 

Whether you distribute your cata- 
log (1) upon request or send it un- 
requested, (2) by salesman or by 
mail, (3) in a pre-filed catalog or in- 
dividually, you should make a con- 
tinuing effort to call it to the buyer’s 
attention and remind him that there 
is such a catalog 

A new catalog can be announced 
in magazine advertising and by di- 
rect mail. And if your catalog is in- 
serted in a pre-filed volume, you 
should direct your prospect to it in 
each advertising message 

Remember, too, to have your 


salesman make use of it on his calls 


[This concludes a series of articles 
by the author on “How to Advertise 
to Business Men.” ] 





George E. Hopi . . 


Herbert H. Goodman. . 
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Largest Circulation and 
Complete Editorial Coverage 


Balanced to the trends 
of the Industry and 
to the job interests 


of its Readers. 


For the past 26 years, the 

editors of GAS have been 
emphasizing natural gas 

now the dominant factor in 

the industry. Both editorial and circulation 
coverage have been expanded to keep pace 
with this growth. 


More than half of all editorial features in 
GAS during 1950 were devoted to operat- 
ing information the how and why of 
methods and techniques for better produc- 
tion, transmission, distribution and utiliza- 
tion of gas 


GAS has specifically developed its circula- 
tion, the largest in the industry, to reach 
the men who have authority to recom- 
mend and the power to buy. 93% of this 
circulation is now verified as to readership 
—the most positive buying coverage ever 
offered manufacturers selling this industry. 


A Jenkins Publication 


198 S. ALVARADO STREET 


Dip tos anceres 4, cauie. 





In 1950, over half of all 
GAS’ Editorial Features 
were devoted to 
Operating Information 


3933 v7 


Gas Ind Pub Gas Ind Pub 


Advertising Editorial Features 
1950 COMPARISON 


GAS carries more advertising 
and editorial pages per issue 
than any other gas industry 
publication. 














W. Clifford Mumford . . 


ne 


Myron T. Fleming . . ! 
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“The 
Significant 
Sixty”... 


is destined to be the best 
read book ever published 
for the gigantic meat in- 
dustry. 


In this 60 year record of the 
amazing growth and progress 
of the multi-billion dollar 
meat industry, will be found 
the contributions made by 
meat industry firms to more 
efficient operation and more 
salable products. 


As interesting as it is factual, 
“The Significant Sixty” re- 
cords old editorials from the 
pages of The Provisioner. 


In one of them, the editors 
view with grave alarm the in- 
crease in price of the choicest 
cuts of beef to an unheard of 
retail price of 25¢ per Ib! 
This historical review, com- 
piled by the editorial staff of 
The Provisioner will be in- 
tensely interesting for any 
reader — worthy of an hon- 
ored place in libraries every- 
where. 

Sent free —as a bonus — to 
Provis‘oner subscribers, addi- 
tional copies of “The Signifi- 
cant Sixty” may be ordered 
at $2.25 each. 

A first printing of 15,000 
copies makes it imperative to 
order well in advance of the 
December publishing date. 
Write for literature describ- 
ing the sales building possi- 
bilities of “The Significant 
Sixty” for your company. 


The 


NATIONAL 


Provisioner 


15 West Huron Street 
Chicago 10, Illinois 
11 East 44th Street 
New York 17, N. _ 4 
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Raymond Loewy’s new book tells 
‘inside story’ of design jobs 


“Never Leave Well Enough Alone.” by Ray- 
mond Loewy. Published 1951 by Simon & 
Schuster. New York. 377 pages. Price: $5. 


® RAYMOND Loewy, the pioneer in- 
dustrial designer, avows that his 
book is not intended to be a text- 
book or a treatise but “is the story 
of a young man who came to Ameri- 
ca to make a living, and simply hap- 
pened to do so in a profession which 
he helped to create.” 

That is true . . the book is no man- 
_ual for telling “how to use industrial 
design for more profits.” But indus- 
trial design has proved so tremend- 
ously valuable to sales and adver- 
tising, that sales and advertising 
executives should jump at this 
chance for a glimpse at the inner 
thoughts some random, some or- 
dered .. of Mr. Industrial Design, 
himself, whose 140 profitable clients 
include such giants as International 
Harvester Co., Pennsylvania Rail- 
Motors’ Frigidaire 
Division, Armour & Co., Lever 
Brothers, National Distillers and 
American Tobacco Co 

The value of industrial design to 
selling and advertising is attested by 
the size of Mr. Loewy’s fees. Ameri- 
can Tobacco Co. paid the author 
$50 000 to change the color of the 
Lucky Strike package from green to 
white and to put the brand name on 
the back as well as front. Was it 
worth it? Mr. Loewy says that the 
white connotes freshness and clean- 
liness and that the additional brand 
name on the back of the pack means 
that the name has been displayed 25 
billion additional times at no extra 
cost (25 billion packs have been sold 
since the redesign) 


road, General 


The simplicity and limited scope 
of the changes in the pack may leave 
you wondering, as it did me, how Mr. 
Loewy gets away with it. But he fol- 
lows up the tale with an exposition 
on a major tenet of the Loewy selling 
and design philosophy: don’t change 
too quickly and drastically a prod- 
uct familiar to many buyers. Says 
Mr. Loewy: 

“For those unfamiliar with pack- 
age design and sales psychology, a 
few clarifications about the Lucky 
Strike design problem are in order. 
It has been proved on many occa- 
sions that a change in the appearance 
of an accepted product thoroughly 
identifiable by the public is a risky 
thing. If correctly done, it usually 
brings results immediate and last- 
ing... 

“Above all, it must not destroy the 
identity of the package established 
at the cost of hundreds of millions 
of dollars, as in the case of Luckies. 
Any error can have serious conse- 
quences. 

“Second, the design change must 
be a progressive one. Two inter- 
mediate steps or more are advisable 
before the final appearance is 
reached.” 

What has this got to do with indus- 
trial marketing? The designer's 
reminiscences include things about 
both industrial and consumer ac- 
counts. But what he says about con- 
sumer advertisers should interest 
the industrial advertising man fully. 
For the people who buy industrially, 
although imbued with special inter- 
ests and knowledge, are nevertheless 
people with emotions, reactions, 
likes and dislikes often akin to every 
other kind of buyer. Many of the 





design principles affecting products 
sold to the public are equally appli- 
cable, says the author, to products 
sold industrially. 

Mr. Loewy tells the inside story of 
how he landed several accounts, in- 
cluding some famous ones. The in- 
dustrial accounts range from loco- 
motives to business machines (his 
first design job was a duplicator). 
The chronicle covers the author's 
entire career from the start when he 
landed in this country with $40 at 
the age of 26, speaking his native 
French but no English, and brings 
you up to the present into the swank 
New York offices of Raymond 
Loewy Associates, into the elegant 
New York apartment sealed tight 
the year ‘round to keep out dirt and 
noise and keep in the air condition- 
ing, and into his unique California 
desert home with free-form swim- 
ming pool running into the living 
room. 

Like Dizzy Dean, Mr. Loewy suf- 
fers not from modesty but backs up 
what he says with his skill and his 
remarkable success. His book makes 
it obvious that his success can be 
credited largely to his design talent 
and salesmanship. His story confirms 
that without the latter, his own suc- 
cess and the rise of industrial design 
in this country might have been 
slower 

Merle Kingman 


Practical Rules 
for Graphic Presentation 
of Business Statistics 


By L. Edwin Smart, Ph. D.. and Sam Arnold, 
Ph. D. Published 1951 by the Bureau of 
Business Research, Ohio State University. 
Columbus. O. 137 pages. Price: $2.50. 


Charts, like statistics, can mislead. 
They can be drawn so as to create 
optical illusions or create erroneous 
impressions that will lead to unwar- 
ranted conclusions. 

Whether you rely on charts for 
information or whether you use 
them to persuade or inform others, 
the chart-making methods and prin- 
ciples described and pictured in this 
book are valuable. They will help 
you detect flaws in the charts you 
read and avoid flaws in the charts 
you make. 

Essentially this is a compact, how- 
to-do-it manual good in the hands 





(* MR. PAPER INDUSTRY ) 
Through the ONE 
Publication That Covers 


The Industry THOROUGHLY! 


‘he Daper [ndustry 


Reach the important men who have a vital part in the functioning of the 
giant mills through the publication they depend upon for “meaty” pulp 
and paper articles. The PAPER INDUSTRY is independent of any group 
or association. Its editorial matter is selected and edited by specialists who 
have spent many years in the in . Every issue 

of The PAPER INDUSTRY is LIVE—there 

are no so-called special issues. Every issue is 

spacious—your advertising has breathing 

room. 


Oldest A-B-C 
Monthly in 
its field! 


Whether you are selling Machinery, 

Chemicals, Equipment and Supplies or 

Services to the Paper and Pulp Manufac- 

turing Industry you reach the men who have 

the “BUYING SAY” without a run-a-round. 

Tell your sales story to men who sign the orders or 

who influence buying decisions. THEY’RE THE ONES 
THAT COUNT! The PAPER INDUSTRY gets straight- 
to-the-man action. It is the best read and most influential 
publication serving the industry. 





A SERVICE ORGANIZATION 





FOR year ’round product represen- 
tation use PAPER and PULP MILL 
CATALOGUE. Write for details. 


FRITZ PUBLICATIONS, INC. 


TO PAPER AND 
PULP MAKERS 
SINCE 1919 








431 SOUTH DEARBORN STREET, CHICAGO 5, ILL 











It” PAYS 
If you wish to reach the 


coal trade use 


rin» 


CHICAGO NEW YORK 
Manhattan Bidg. Whitehall Bidg. 


For over 65 years the leading 
journal of the coal industry 
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WHAT WE DO 


First we find the facts in the market for your type of products. 


Then we assist management executives and department heads in 
developing better advertising and merchandising methods to 
produce better sales 


In the field we operate with a survey staff of more than 400 trained 
interviewers They cover all major cities and mony smoll city 
town and farm communities 


In the past 10 years more thon 130 monufacturers, publishers 
advertising agencies and other business firms have employed our 
experience and facilities 


These ore exomples of problems to which we have been assigned 
by many different types of businesses 


Market surveys — Measuring market potentials — Pricing — 
Developing new products — Testing sales areas — Building 
distribution — Testing advertising — Employing sales person 
nel — Sales training—Sales analysis—Re-designing products 


In these rapidly changing and uncertain times it is more urgent 


thon ever to bring your facts up-to-date on every important 
marketing policy question 


Facts are the new cutting edge of experience 


0. 0. CHAPELLE COMPANY 


Management Consultants in Marketing 


308 W. Washington St. * Chicago 6, Ill. * CEntral 6-8814 








of the company’s art director or on 
the shelves of the research depart- 
ment. Paring the textual expansion 
to its slimmest minimum, the au- 
thors have simply prescribed and 
outlined the rules for the construc- 
tion of statistical graphs . . all types 
and for all purposes. Every recom- 
mendation, method and outline is 
clarified with an actual illustration, 
making a total of 72 graphs and 
charts throughout the book. 

We have only one argument with 
the authors. They say in the fore- 
ward that the “beauty in a business 
chart does not lie in its artistic 
flourishes, but in the business- 
economic meaning and implications 
which the chart clearly conveys.” 

But many of the charts offered 
have a basic (and easily remedied) 
defect the use of cross-hatching 
or other identifying devices that of- 
fend the eye and violate good design 
so badly as to seem to “shimmy.” 
The use of color would eliminate the 
need for such unsightly devices, 
which are bad not simply because 
they are ugly but because they pre- 
vent the chart from “clearly convey- 
ing” the meaning 

When color is not available, ben- 
day and other, quieter devices can 


be used 


advertising manager 


. . . who constantly receives pats on 
the back from his management for 
recommending the Iron and Steel 
Engineer—for complete coverage of the 
steel industry. His company's sales 
figures prove he's right—Iron and 
Steel Engineer is the No. 1 paper for reaching important 
buyers in this lucrative market. Get the facts today! 


Write for N.1.A.A. Sales Presentation 





Richard S. Mulford . . { 
I I zk Park 


Conoflow Corp. . . Pr 


—ENGINEER | angen. 


pany 





P&S sells to distributors 


page 





to land publicity in newspapers and 
radio stations. The team succeeded 
with a news story in the Cleveland 
Press and a demonstration of “First” 
on a half-hour television show 

The P&S convention committee 
discovered early that it was unani- 
mous on one point: the common 
reason for sales flops at industrial 
shows is lack of personnel. The com- 
mittee promptly moved to send the 
company’s complete sales staff and 
key agency men to the show a 
costly but subsequently profitable 
decision. Agency personnel were in- 
cluded to handle questions about the 
advertising 

The contingent, arriving at the 
convention in a five-car motorcade, 
proved a successful sales combina- 
tion. They eliminated the unhappy 
circumstance where several sales- 
men get tied up in the booth and lose 
the opportunity to pitch without in- 
terruptions to prospects 

The day before the contingent left 
for Cleveland, it convened for a day- 
long sales meeting. The back-drop 
behind the speaker’s rostrum was a 
duplicate of the actual exhibit at the 
convention. Company sales and ad- 
vertising executives briefed every- 
one on sales objectives, duties and 
conduct at the show 

The announcement of enforced 
abstinence brought cries of anguish 
which were assuaged at an evening 
barbecue where the crew fortified 
themselves adequately for the four- 
day session. In the days ahead, they 
were to consume great quantities of 
ginger ale 

The company’s exhibit, although 

largest (four booths) in the 

show, was simple. A 24-sheet poster 
was strung across the back, with dis- 
plays at each end. One display was a 
map of the U. S., showing location of 
present distributors and headed, “Is 
your city represented here? If not, 
the “First” distributorship may be 
available ¢ 

The other display was composed 
of 40 one-dollar bills under plexi- 
glas and a headline, “The money 
shown here is the daily gross profit 
of the average ‘First’ distributor.” 
Hundreds stopped to ask how we 
arrived at the total. This, obviously, 
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IT’ PAYS 


to advertise 
in a publication 
where the audience 


pays to see you... 


McGraw-Hill Publications 
reach the largest paid 
audience of business and 
industrial buyers in the world. 


Basic circulation principles are 
sie wr discussed in a new McGraw- 
Naive" Hill booklet, “Intrinsic Values 
‘ao of Paid Circulation.” Ask your 
-" McGraw-Hill man for your 
copy, or write us on your bus- 

iness letterhead. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 
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& AMERICAN METAL MARKET “= 


IVERTISING 
THAN ANY 


biti) MORE METALS 


OTHER MEDIUM 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 


Paid Subscriber Copies 
Subscription Rate $20. a Year 











REFRIGERATING 
ENGINEERING... 


THE 
WEATHERMAN 
PREDICTS? 


BUT WHO CARES! 


The refrigerating and air 
conditioning industry man- 
wfectures climete as you 
want it! The 3 billion dollar 
market represented by this 
industry ond its Original 
Equipment Manufacturers, 
can be most important to 
you. Let ws show you how 
to tell about, and sell your 
components or raw materi- 
als through the pages of 
Refrigerating Engineering 

. in the field we know 


gave the salesman his chance to meet 
the questioner, “analyze” him and, if 
he looked like a prospect, invite him 
across the street to the company’s 
hotel suite 

Instead of trying to do all the sell- 
ing on the floor, the company had 
set up the suite of “closing” rooms. . 
two large parlor suites and a corri- 
dor full of private rooms. Every room 
was “personalized” with a large 
printed name plate for the sales ex- 
ecutive to whom the room was as- 
signed. Signs were mounted on the 
doors with rubber cement and made 
an impression as the visitor stepped 
out of the elevator 

A salesman was stationed in each 
parlor throughout the day, giving 
demonstrations with a Multiplex 
display every 30 minutes one for 
the product, the other for the promo- 
tion story. The prospective distribu- 
tor met the district manager, heard 
the demonstration and then moved 
into a private room to go into details, 
ask questions and close the deal 
Salesmen avoided high pressure tac- 
tics but never hesitated to ask for an 
order. Before a distributor was 
signed, he was referred to a com- 
mittee with quick access to credit 
ratings, territorial maps and other 


essential data 


Wife Work ..A really novel idea 
was used to free sales personnel 
from all but direct selling work: 
wives of sever al executives came 
along to do some exhibit chores, in- 
cluding manning of telephones. Mrs 
Win Smillie, secretary-treasurer, 
acted as office manager 

Each day, when the list of distrib- 
utors registering was released, the 
wives began telephoning these dis- 
tributors to arrange for interviews. 
These were recorded in a master 
control book and a salesman was as- 
signed. The salesman noted his ap- 
pointments on a “daily time sheet” 
which he carried with him at all 
times 

When a salesman made an ap- 
pointment, he notified the women, 
who recorded the time . . thus all ap- 
pointments were kept straight and 
the company knew where each man 
was throughout the convention 

Climax of the four-day convention 
for P&S came on the third evening 
when the National Sanitary Supply 
Association held its formal dinner 


to the 
Pacific Northwest 
Construction Market 


Tur Pacific North- 
west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulation. 

Six days a week, the Daily 
Journal of Commerce furnishes 
vital information to construc- 
tion and business men through- 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper both news-wise 
and reader-wise, with more 
than eleven readers per copy 

Consult your advertising 
agency or write for sample 
copy and rate card. 





Daily Journal of Commerce 
WN SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 


WORKING 100 OF Pa woRTHwE 





ENVELOPES 
ALBUMS 
SPECIALTIES 


Specialties from sheet 
acetate — Credit Card 
Holders, Shop Cards, 
Badges, Passes, to 
your order, 


GLENFIELD PLASTICS, INC. 


33 DE WITT STREET 
BEAVER FALLS, NEW YORK 














HEINN’S Customer Roster Reads 
Like an Industrial Directory 


dance. Near the close of the dinner, 
a company executive walked into the 
banquet room with a bottle of bour- 
bon and was cheered by the staff at 
the P&S table 
hit its quota. 
The enthusiasm aroused by this 
by-play was contagious. Word pass- 


the company had 


Preference by America’s industrial 
leaders has made Heinn the leader in 
its own field. Heinn leadership grows 
out of the sales results you can expect 
with binders that look better because 
of exclusive Protecto Process emboss- 
ing — binders that always work 
smoothly and stand up under the 
hardest use and abuse. No matter 
what kind of loose-leaf system you 
use or have under consideration, ask 
for the complete Heinn story. 


R. P. Smillie 


hundreds 
custom- 
produced 
by Heina. 


Holliday Mrs. W. Smillie Connell 


Accent on Youth . . Pd 


executivs range 





ed among the 1,000 guests, “Piatt & 
This 


sulted in the snaring of several more 


Smillie made its quota!” re- 
orders the same evening and the fol- 
lowing day. 

When the 


ran a center 


P&S 


Sanitary 


smoke cleared, 


spread in 
Maintenance, which pulled still more 
inquiries from prospective distribu- 
tors. Convertibles, free drink tickets, 
“signs across the street,” the by-play 
about abstinence until making the 
sales quota, local publicity, mail and 
business paper advertising . . all 
worked together to build enthusi- 
asm, attention and sales at the con- 
vention. Sales there totaled more 
than 5% of the 1951 volume, and the 
company now has 58 distributors 
covering 72 major metropolitan mar- 
kets. 

The company is investing $25,000 
a month in advertising, hopes to 
double that next year as well as 
double sales to $4,000,000, and ex- 
pects to expand into the consumer 
market by next summer 


CATALOG COVERS @ PRICE AND PARTS BOOKS e@ SALES 
AND INSTRUCTION MANUALS @ PROPOSAL COVERS 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
sss MILWAUKEE 4, WISCONSIN 


@ PLASTIC TAB INDEXES 





THE BREWERS DIGEST 


CHICAGO 6—747 W. JACKSON BLYD 


NEW YORK 18—45 WEST 45TH ST., JUdson 6-0916 





WHO 


bought this? 


An engineer .. . a state, 
city or county engineer. Local 
governments already own more 
than 360,000 pieces of heavy 
equipment . . . and have 65 billion 
dollars worth of urgent future needs 
to meet in the next ten years! Reach 
all the engineers who do the buy- 
ing for highways ond streets, 
sewage plants, waterworks and 
airports, in the one -nagazine 
thot serves them all. 


BPaiic A Are 


New York 17, N 


308 East 45th Street: 
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See McGraw-Hill advertisement 
on page 163. 








S1MPSON-REILLY, LTD. 
Publishers Representatives 


once tere 


LOS ANGELES HMALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 








NATION-WIDE FIELD SERVICE 

USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Reporters 
provides effective way to obtain on-location 
photos, stories, testimonials and releases. For 
more information write or ‘phone SICKLES 
PHOTO-REPORTING SERVICE, 38 Park Place 
Newort 2, N. J 








Large mechanical machinery manufacturer 
requires advertising monager with engi 
neering education and experience in trade 
poper and national news weekly magazine 
advertising. Excellent opportunity for right 
mon. Location New York crea 


Box 447, INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago Ii, Il! 











st Your 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1952 SCHEDULES 


. see the hundreds of pages 
of data covering 85 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 

. in your 


1952 INDUSTRIAL MARKET 
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Apsey outlines program 


1ge 





ter will also be instrumental in 
this important integrating and 
blending of aims and objectives 
A revival and intensification of 
chapter visits and contacts by 
the executive secretary and na- 
tional officers. Blaine Wiley and 
I have already mapped out a 
tentative itinerary of chapter 
visits and, while we may not 
achieve the ideal a visit to 
every chapter we do hope, 
between us, to call on most of 
the 33 virile groups of NIAA 
members throughout the States 
and Canada that make up this 
great association 
We face a great opportunity for 
expansion and growth of member- 
ship. The “package” of membership 
solicitation material developed last 
year by the national membership 
committee is practically made to 
INDUSTRIAL 
MARKETING has generously offered 


order for chapter use 


to mail chapter membership invita- 
tidéns to its subscribers in the vari- 
ous chapter areas 

Vice-President Totton has spear- 
headed the creation of a new chap- 
ter in Hamilton, Ontario, and we 
hope to charter this chapter very 
soon. Vice-President Beauchamp re- 
ports that there is a likelihood of 
crystallizing an interesting group in 
the Tulsa-Oklahoma City area 
Many other areas seem to be ripen- 


ing for the development of new 


chapters in areas where industrial 
advertising has grown and the serv- 
ices of NIAA present an attractive 
opportunity. To name a few: Atlanta, 
Southern Pennsylvania, Louisville, 
Toledo, Eastern Indiana. Of course, 
the membership-at-large offers the 
opportunity for association with the 
national organization to any indus- 
trial advertisers, agency or service 
organization that may not be con- 
veniently located for chapter affilia- 


tion 


New Pentagon Meeting . . The de- 
fense cooperation committee will 
continue under the guidance of Rob- 
ert Handley, Sylvania Div., Ameri- 
can Viscose Corp. A meeting of the 
committee with top officials of the 
Department of Defense was held at 
the Pentagon Aug. 20, through the 
cooperation of Commander Cisin 
At our original meeting at the 
Pentagon Feb. 15, NIAA’s function 
as a channel of communication to 
industry for the important messages 
of government was outlined and 
plans are now in progress to present 
informative and inspirational cam- 
paigns and to make rapid and effec- 
tive distribution of vital information 
Promotion of this phase of NIAA 
work will be one of the major jobs 
undertaken by our public relations 
activities during the coming year 
Another area in which our officers 
recognize an opportunity for devel- 
opment is in cooperation with col- 
leges which offer courses in market- 
ing, advertising and selling. Several 


members have outlined an interest- 





THE MODERN BLACKBOARD 


Se ibe / 


A unique, self-operated 
projector that throws the 
projected images over the 
speaker's shoulder permit 
tung hum to face his audi 
ence at all tomes uses 

x4 film slides or 
coated acetate for dramatic 


visual presentations 


For 
Teachers 
Lecturers 

Demonstrators 


Training 
instructors 


n Schools, Churches, Offices 


mes. Hospitals 














THE SPEAKER alwoys FACES THE AUDIENCE 
The pr i ‘ores Serther @ $61.00 For 
/ om jee * Dep: 6 


BARDWELL & McALISTER, Inc. 
_ BURBANK, CALIFORNIA 








Robert E. Caskey has been elected a 
director of California Eastern Airways, 
Inc.. New York. Mr. Caskey and 302,833 
other men of action throughout Ameri 
can business read The Wall Street Jour 
nal daily 





Advertisement 


ing pattern for with 
college faculties in 
perfecting curricula. 

Richard W. Darrow, Glenn L 
Martin Co., Baltimore, will head our 


public relations committee this year, 


cooperation 
creating and 


and agrees with me that there is a 
definite opportunity to aim the ac- 
tivities of the committee to the bene- 
fit of NIAA members. 
Many chapters have developed good 
public relations. But public relations 
should also be an integral and vital 


individual 


part of every industrial ad manager's 
this individual 
adaptation of public relations to the 
benefit of members that the commit- 
undertake to offer a new 


program. It is in 


tee will 
type of service for members. Jack 
Lane of NIAA’s headquarters staff 
will work closely with the committee 


Advertising and Taxes .. Another 
contact with government is planned 
on legislation and taxes. Because of 
periodic threats to saddle advertising 
with restrictive legislation and crip- 
pling taxes, we must foster a clearer 
understanding of advertising’s eco- 
nomic function among our legislation 
and government officials 

We wish to explore the possibility 
of developing a pattern of long range 
that 
would enable manufacturers to al- 


advertising appropriations 


funds in most-needed 


periods without undue tax burdens. 


locate these 
This exploratory program is in line 
with a recent editorial in Advertis- 
ing Age and a resolution proposed 
by its publisher, G. D. Crain, Jr., and 
adopted by NIAA’s board of direc- 
tors 

The 29th 
the most successful in the history of 
NIAA. This proves that the men who 
staged it did a yoeman job and that 


annual conference was 


industrial advertisers are more 
aware of NIAA’s value. I want to see 
the 30th conference in Chicago next 
year an even greater event and I 
know that through the cooperation 
of the able men of the Chicago chap- 
ter who will give their guidance and 
assistance this will be possible. 
Continue the work of the present 
NIAA 


programs already blueprinted, ex- 


activities, set in motion the 
pand the over-all functions of this 
growing organization these are the 
things I expect to accomplish during 


the next 12 months 
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advertising 

volume in "smenring 
c. E. P. ha 35% 


AHEAD of 1950 


The substantial increase in odvertising poges 
this yeor refiects the fact that more and more 


pihemicas 


companies selling the chemical process market 
ore finding thet C.E.P. gets action from men 
in responsible charge of purchase specifico 
tions required for their plant operotions 


Two good reasons behind this trend are 


1 The PAID CIRCULATION of C.EP. has 
* more thon DOUBLED in the post 4 
C.E.P. now reoches ond 

15,000 readers 


professionally interested in the prod 


years 
influences who ore 
ucts ond services it offers 


C.E.P. is the ONLY publication which 
can assure odvertisers of the advan 
tage of complete coverage of the 
membership of the AMERICAN INSTI 
TUTE OF CHEMICAL ENGINEERS — on 
active ond concentrated market in 
terms of men who exert o primary 
inflvence on the purchase of equip 
ment, moteriols of construction, chem 
icals, row materials ond engineering 
services thrvout all the process indus 


C.E.P. SELLS 
THE PROCESS INDUSTRIES 


Progress 


tries 





Chemical Engineering 


120 East 41st Street, New York 17, N. 7 
es in Chicago — Cleveland — los Angeles 


ALPHABET 
TRACING CARDS 


~ Successors to type books 





More Accurate - Less Costly! 


Newest, most helpful thing on drawing 
boards and specifiers’ desks! Amazingly 
convenient, practical, say enthusiastic 
users. Complete cap and L.c. alphabets, 
12 to 72-pt., of 47 most popular ATF 
faces on 86 round-cornered durable 
bristol cards 10% x 7'2". New cards sent 
as made. Show amount of shoulder; 
alphabet lengths, character counts to 
36-pt. Lay cards side by side to compare, 
decide which face best suited to job; 
then accurately compute space, trace 
easily, avoid costly alterations. Enclosed 
in walnut-finish box. Sold in complete 
sets only; postpaid for $5 cash with 
order. Big help, big value! Order today! 
AMERICAN TYPE FOUNDERS 
Type Merchandising Department 
208 Elmore Ave., Elizabeth 8, New Jersey 
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Mcentration- 


THE BIGGEST NAMES IN THE BIGGEST 
FIELDS ARE USING THIS BIGGEST BUY 


PFIZER 


Tells its important story 
on acidulants through 
the pages of CANDY 
INDUSTRY. Uses 7 x 10 
insertions. 


(ANDY [INDUSTRY 
107 West 43rd Street, ILY.6. 





Chicane + San Francisce - Les Aageies 





CAMBY INDUSTRY — BOTTLING INDUSTRY 
CAMBY INDUSTRY CATALOG & FORMULA BOOK 

im CERTIFIED 
READERSHIP 








Proud of Your Product? 


“> GIVE IT 
Ss 


Ad i, THE MARK 
“)-\\\ OF QUALITY 


METAL NAME PLATE 


They look better longer 


There's real sales-making value in a sparkling 


metal name plate produced by our skilled 
ecaftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identiheation and spot- 
light the product For 


quotations, without obligation, write 


detailed information and 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 W. Sheffield Ave., Chicago 22, Il!., Dept. G 
Subsidiary of 
Dodge Mfg. Corporation, Mishawaka, indiana 
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YOU CAN’T SHOW 
A PROFIT ON 


you almost make! 








Many a “near miss” could have been a “hit” 
with better timing. Your salesman may catl on 


a prospect six months too soon or two minutes 





too late...so, what can you do about it? 
Why gamble? When you want to sell the 
ELECTRICAL, MINING or TEXTILE Markets 


you can increase the impact of your adver- 





tising with adequate product information that 
is pre-filed in the hands of the buyer... when 
he is ready to act! This procedure increases the 
chance that your salesmen will be called in at 
the right time, thus avoiding the loss of a sale 
simply because the salesman wasn’t there when 
he was needed. Make sure that your story is 
there,even when your salesman isn’t. Guarantee 
consideration when it’s time to place the order 

remember, you can’t show a profit on sales 
you almost make 

The cost is low...the potential is high. Talk 
over the advantages of pre-filing your pro- 
duct data in the ELECTRICAL, MINING and 
TEXTILE Markets with your Advertising Man- 
ager and your Advertising Agency...plan to 


do something about it today! 


\ ok St ee / For rates, see STANDARD RATE & DATA 
——, Roe Pe“ ¥ SERVICE and MARKET DATA BOOK. 


pe 


MINING CATALOGS 
TEXTILE CATALOGS 


ELECTRICAL CATALOGS 


Formerly EBR) 


BPP SELLERS secking BUYERS use Advertising — BUYERS seeking SELLERS use Catalogs 
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PRR abet one: * 


Mill & Factory's “circulation men” reach 
out-of-the-way places, too! 


You can be sure your advertising story will reach the important plants—includ 
ing those now moving into the wide open spaces—when you use MILL & Fa 
rory to tell that story. 


The reason? Spotted strategically throughout the country are the offices of 135 
industrial distributors, who—with their salesmen—act as Mitt « Factory's 
circulation force. Places remote to the ordinary subscription salesman are right 
in the regular-call area of these distributor salesmen. And since their living 
depends on it, these men know—as no one else can—which plants are worth 


while prospe cts, u hat persons posse SS re al buving influc nee 


l sing this intimate knowk dge the distributor salesmen hand pr k the readers 
for Mitt & Facrory and then pay us to send it to them 


Quite a contrast to older methods, isn't it? With the Mit. « Factory system 
there’s no tendency for circulation to bunch up in easy-to-reas h cities and leave 


uncovered those hard-to-get-at plants in less populate d areas 


Instead you receive comple te coverage from 135 “circulation offices” that 
ensure your product story reac hing the right man in the right plant, regardless 
of location 





lla Factory 


a CONOVER mast PUBLICATION 


205 EAST 42N0 STREET + NEW YORK 17.N.Y 


REACHES THI J ‘ (RDLESS OF TITLI OTR SALESVMEN 10 SELL YOUR PRODUCT 





